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THE IRWIN AUGER BIT CO. 


WILMINGTON, OHIO, U. S. A. 
Manufacturers of Genuine Irwin Auger Bits and a Complete Line of Scre 
h 


Drivers 
f 


DOING OUR PART: The Hardware Trade is playing an important role in furnishing Defense Projects 
with finished goods and IRWIN is doing their part to supply them quickly and efficiently. 











, , 
: . A., The Huenefeld Co., Cincinnati, Ohio. 
Please send catalog and details regarding Boss Beauty Line of Ranges 


af, siuheps mi ne 


J COMPAN 
CINCINNATI, OHIO 
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SEND THE 


YALE MOVING MEN 
FOR MORE 
DOOR CLOSER SALES 


Yale promotion aids...Yale product features... 
Yale reputation for quality ... will help move 
your stock during the season when people are 
most likely to buy door closers. 


































“Yale Door Closers are 
modern in design, quiet- 
operating, sure-closing.” 





Building owners fearing heat loss... tenants 
wanting protection from drafts...storekeepers 
interested in customers’ comfort... are all good 
prospects for Yale Door Closers. 






—_— _ 


















"Yale’s reputation clinches the sale. 








Everybody knows Yale stands for quality.” 









“Order Yale Door 
Closers from your job- 
ber—and be ready 
for cold weather.” 












THE NAME YALE HELPS MAKE THE SALE 








THE YALE & TOWNE Stanrono, conn..u-s. 0 
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Just install National Door Hangers 


i 


—and then let ’em roll! 








ve it’s just as simple as that with these precision- 
built hangers on the job, for they are scientifically 
designed to carry the load of sliding doors with 
frictionless ease and freedom. 


There’s a vast difference, of course, in hanger con- 
struction that is not always apparent at a glance; so 
insist upon the genuine National, and rest assured 





No. 50 that built-in quality exists which will assert itself 
Trolley Door Hanger ; A 
when the real test for service arrives. 
Pressed-steel wheels with roller bearings give these 
National hangers the sturdiness so necessary for 
hardware that must withstand heavy-duty service. 
Frequent adjustment or other attention after in- 
stallation is unnecessary with any one of these three 
hanger designs illustrated. 
Many exclusive features are incorporated in their 
No. 52 ae 
en = design and construction, and attractive japan or 


hot-galvanized finishes thoroughly seal and protect 


F the hangers from rust and corrosion. 
Dealers everywhere appreciate the 
wisdom of stocking National hangers 
NATIONAL 
‘“) MANUFACTURING CO. 
STERLING . . : ILLINOIS 


No. 54 
Trolley Door Hanger 
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ON THE EXTRA PROFITS 
FOR DEALERS HANDLING 









One of a Complete Line 
of “PERFORMANCE-PROVED” 
Crosscut Saws 


@ To stimulate turnover in your saw department, 
stock a representative assortment of Atkins Crosscut Saws. 

Automatically you are assured of a certain minimum volume. 
This consists of sales to men who knowand use these saws exclusively 
and won't compromise on any lesser brand. These men are the pro- 
fessional cutters who make their living using Atkins Saws, farmers 
who cut with Atkins occasionally from private woodlots, contractors 
who use Atkins Crosscuts on construction jobs. 


For those not yet acquainted with Atkins quality and reputation 


S 
~ icin. ‘eeiiin for fast and easy cutting, Atkins Crosscuts offer this exceptional 
iw 
the popular Atkins array of talking points: Silver Steel blades, hand-smithed and per- 






No. 9, the “FOR- ar hold} ' ' 
BRIER”. in 4%, 5, 5% fectly tempered ... Segment Grinding co edge holding teeth tha 
and 6-ft. lengths. need less filing .. . absence of chattering or binding in the cut. 

Many other standard and 
special patterns in both two- Ask your jobber to recommend the types of Atkins Crosscuts most 


man and one-man types. 
Also complete line of 
highest quality crosscut 


saw HANDLES. E.C. ATKINS AND COMPANY, 410 S. Illinois, St., Indianapolis, Ind. 


-SAWS 


HARDWARE AGE 


likely to move in your area—and stock up now. 














Tool Box of the World. 
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Timep To Tue Minute... a 


the VICTORY nodes 


GLASS COFFEE MAKER 


\ 


Equipped with the 
standard Silex 
patented Spring 
Tension Filter that 
insures crystal clear 
coffee every time. 
Semi-wide neck, 
good pouring, easy 
cleaning. \ 


at lowest price 
in Silex pistory 


$945 


8-cup kitchen 
range model 





SILEX FIRES THE OPENING GUN - A SENSATIONAL UNIT 
A SENSATIONAL PRICE - FOR MASS ATTACK ON A VOLUME MARKET 


The VICTORY Model is « winner from the word “Go” ». . — itis your opportunity to capture the ever- 
increasing market for glass coffee makers and to save your otherwise lost metal coffee maker sales. 


Price alone would give the Silex VICTORY Model unquestioned leadership . — think of it only $2.45 
tor a full 8-cup kitchen model, the lowest price 8-cup model in Silex history ./ _/. . — but on top of that, as 
ADDED value is the revival of the Charming Old Sandwich Glass design ./— sturdy, rugged and beautiful 
Pyrex Brand Glass . . . — this handsome VICTORY Model is low in rst cost and low in maintenance cost. 


The VICTORY Model is The Silex eer: s contribution to the maintenance of the flow of consumer goods 
which do not interfere with defense production, and at a price that does not encourage extravagance in 
conflict with the drive for the sale of efense Bonds. 

You can no longer afford to be without an adequate supply of Silex Glass Coffee Makers, they spell 
VICTORY, sales and more profits f ‘Ga Housewares Department. 


SILEX SELF-TIMING ELECTRIC STOVE For Silex, Cafex, and other glass coffee 
makers. Insures perfect coffee: brew descends automatically when current is cut off. Indi- 
vidually boxed in colorful cartons. Six to shipping case. 

Cat. No. DS8B_ ss \ Price $2.50 Excise tax extra. 





THERE IS ONLY ONE 


VICTORY MODEL 
available only through es- 
tablished Silex distributors 


saeee wae 


THE SILEX COMPANY, HARTFORD, CONN. 
CREATORS OF THE GLASS COFFEE MAKER INDUSTRY 
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‘% ° “MORE CUTS | 
e § WITH NUCUTS” © 


Your Customers will agree 
tt & 


| 


\ 


means what it says! 





J 


NUCUT “Wavy Teeth’’ performance 


wins customers ...and holds them! 


NUCUT Files are tough. They have the knack of | same time! The result is a husky stroke, yet with- 
cutting clean, fast_and true. Of going strong long _ out a track or rough spot. Here is quality filing in 
after ordinary files have been discarded. From a quantity — the kind that wins customers for you! 
practical sales standpoint, therefore, isn’t it sound 
business to sell NUCUT Files? 


Are “More Cuts with NUCUTS” 
working for you NOW? See your 









A NUCUT is of the “Wavy Teeth” design,—a scien- _ jobber,—or write us direct. 


tific arrangement of coarse teeth and fine teeth. 

HELLER BROTHERS COMPANY 
America’s Oldest File Manufacturers 
cut deep and clean, and then level. Both at the Newark, N. J. Newcomerstown, Ohio 


HELLER || 
1\ | 
| 


Having a special “one-two” action, these teeth first 





) —— WAVY TEETH 


_ ——————— 
. 4 
| | 
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No. 5908—Taylor Candy and Jeily Thermometer 
Binoc Tubing makes it easier to read.Scal 

resistant to fruit acids. Long-lasting, easy to 

keep clean. 1134" overall. Each in box with 





No. 5126-6 —Taylor indoor Wall Thermometer 


—Magnifying scale, easy to read. Black 
figures and graduations clearly marked. Back 
finished in walnut, ivory, or natural colors. 
Attractive contrasting scale. Each in box. 
$1.10* each. 


*Prices slightly higher west of Rockies and in Canada. 
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The good health of your customers is 


a safeguard for the Nation! 


N THE HEALTH and well-being 

of your customers—of all of us 
— depend the power and strength 
of this nation. 

You have the opportunity to help 
keep America healthy by providing 
safeguards for your customers in their 
homes. You can show them how tem- 
perature and weather instrumentscan 
assist in protecting against colds and 
sickness ... in guarding their com- 
fort...in assuring well-cooked foods. 

Taylor has been nearly a hundred 
years in the business of making these 
instruments which you can supply to 
homes. Today Taylor Instruments 





No. 5928 — Taylor Bake Oven Thermometer 
—Binoe Tubing, for easy reading in dim oven 
light. Enameled scale with figures, gradua- 
tions, baking termsin clear, contrasting black. 
Ventilated, shielded bulb. 6”high. In recipe file 
box with cards, recipes, instructions. $2.25* ea. 





DISPLAY THESE 
INSTRUMENTS 


IN ‘Taylor’s 


HEALTH LINE 


—NOW! 











are part of the lives of many thou- 
sands of families. But this job of 
protecting health is never done. And 
we suggest your cooperation in carry- 
ing it on in these rushing, busy, 
nerve-racking days of preparedness. 

The only reason why we would 
ever slow up production of this Line 
of Defense would be a Covernment 
need for some of the fine materials 
we insist on putting in Taylor Instru- 
ments. If this should happen, be 
patient with us. Untilit does, weshall 
do our utmost to keep on making all 
the items yourcustomers need. Taylor 
Instrument Cos., Rochester, N. Y. 


i as Fond sialic” hot Set 


No. 5936—Taylor Roast Meat Thermometer 

—Helps roast meats right, reduces shrinkage, 
saves fuel. Various degrees for different meats 
indicated on ivory-color scale. Long-lasting. 
734” overall. Each in box. Complete with 
skewer. $1.50* each. 





yp ates © aaa pies % a i 
No. 5316—Taylor Temprite Window Thermom- 
eter—Clear black figures against contrast- 
ing scale. Long-lasting, weather-resistant. 
One-piece bracket, easy to mount and adjust 
to correct reading angle. 8%” overall. Each 
in box. $1.10* each. 

Prices subject to change without notice 

oe 40 SPE eee : 
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for good telus, ..FOR SALE 


Idea No. 1. Sectional trim often means 
trouble on modern 13” doors. After the 
mortise is made there isn’t enough wood 
left to secure the screws for the rose and 
key plate. Yet most of your customers 
would like this graceful type of trim. 
There’s your big market for Unifast! 
It provides a classic round rose and an 
oval key plate joined by a slender band 
— practically the classic sectional trim. 
The band is drilled for a single recessed 
head machine screw which passes 
through the wood into a tapped hole in 
the lock casing. This gives firm anchor- 
age. And it saves time in installations, 
for there are only two machine screws 


to a lock instead of ten wood screws. 

Idea No. 2. When you're selling U 
fast, show your customers Patrician 
colored plastic knob bodies with metal 
tops. The combination of these gives a 
bright new touch to any home. 

Patrician is available in a 
range of colors: ivory, black, blue, 
green, yellow, red, orchid, to fit into 
any decorative scheme. Metal tops in 
several patterns and finishes give an 
even greater chance for variety. 

These bodies and tops are immedi- 
ately interchangeable: from your own 
stock you can easily make up knobs 
that are different — exactly what your 


whole 


customer wants in design and color! 

Lockwood is advertising Unifast to 
leading architects all over the country 

full pages in color in architectural 
publications. We should like to tell you 
more about both Patrician and Unifast. 

Lockwood Hardware Mfg. Co., Divi- 
sion of Independent Lock Company, 
Fitchburg, Massachusetts. 


e  ¢£ 


Liberal use of plastics in builders’ 
hardware will release important metals 
for defense production. Lockwood is 
ready! 


ANOTHER DEVELOPMENT IN 


LOCKWOOD 


BUILDERS’ HARDWARE 








og Reacedv\ Slee 


and Sure Provection 
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It’s a quick, easy job to install a 
night latch with the right tools. But 
it’s a ten-to-one bet that your cus- 
tomer hasn't got the right ones... 
and an even better bet that he'll 
buy them if you suggest them while 
the idea—and the need—is right in 
front of him! For example . . . 


A good ratchet 
screw driver saves 
a lot of work and 
has a thousand uses 
around any home! 


A brace and proper 
bits do the job neat- 
ly and fast—and 
save a lot of splin- 
tered woodwork! 


Suggest a chisel for 
mortising for the 
strike—it’s clumsy 
and dangerous to 
use an ordinary 
knife for this job! 


Show a well-bal- 
anced, well-made 
hammer—it gets the 
nails instead of the 
thumbs! 





SELLILCO... 
and you sell more! 





You can sell these good ILCO Night Latches with all the enthusiasm you’ve 
got—because you're selling a lot more than just a lock. 

You're selling your customers peace of mind—freedom from worry, whether 
they’re asleep at home or miles away from it! You're selling protection for the 
things they value. 

Remind your customers that this is what ILCO gives them. ILCO backs you 
up in that promise—with sound design and sound construction. 

You'll find, as many another dealer has, that ILCO Night Latches offer extra 
value—with good margins. Let us tell you more about this strong-selling ILCO 


line. Write today for full information. 


INDEPENDENT LOCK COMPANY 


Fitchburg, Massachusetts 


Branches in all Principal Cities 


I1LCO Automatic Deadlatch 
No. 257 


When door is closed bolt is au- 
tomatically projected an extra /g” 
and is deadlocked so that it can- 
not be forced back by end pres- 
sure. Slide deadlocks against out- 
side key, or holds bolt retracted. 
5 pin-tumbler cast brass cylinder. 
Reversible latch bolt. 








ILCO Cylinder Rim Night 
Latch No. 256 
Reversible latch bolt. Die-cast cyl- 
inder, with 5 pin-tumblers. Bolt 
may be held back by stop and may 
also be deadlocked by stop from 
inside so that key will not turn. 





ILCO Rim Night Latch 
No. 222 
Has 5 pin-tumblers in die-cast cyl- 
inder. Stop button holds bolt re- 
tracted and also deadlocks from 


ILCO is a fast moving line . . . fast 
to move off your counters and fast 
to move with your customers’ mod- 
ern demands! Every ILCO product 
is an up-to-the-minute item . . . de- 
signed and built to give your cus- 
tomers exactly what they want! 


ILC 













inside against outside key. Bolt is 
reversible. 


All above are full size latches 
with standard backset; will re- 
place any standard latch. 





NIGHT LATCHES 
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Your only source of complete, authentic, 
easy to read information on all phases of 
Builders’ Hardware. ; 





Taking the 

Mystery 
Out of 
BUILDERS 
HARDWARE 


1 
apo tt BROW Net 


The Official text book ofthe American Soci- 


ety of Architectural Hardware Consultants. 


Society's 


Insignia 





If you are one of the many hardware men who have always 
wanted to know more about Builders’ Hardware—and how to make 
more profit from its sale—but could not, because of the lack of 
information on this subject—“TAKING THE MYSTERY OUT OF 
BUILDERS’ HARDWARE?” is the book for you. 


You will get the benefits of the author’s, Adon H. Brownell, life- 
time experience in successfully selling, buying and manufacturing 
Builders’ Hardware. You will be shown how to quickly and easily 
set up a Builders’ Hardware department capable of servicing all the 
needs of your community from the average home to schools, hotels, 
office buildings, churches, apartments, etc. 


You'll also be shown how to read blue prints, and to specify jobs; 
how to work with property owners, contractors and architects; how 
to use Builders’ Hardware to increase sales in your other depart- 
ments. This book will bring you all you need to know about this 
profitable, basic hardware line. 


The experienced Architectural Hardware Consultant will want this 
book for its use as a handy reference work. The beginner will want 
it as a text book to use as the only complete home study course in 
this subject ever published. 


Your clerks, too, should have this new book. They will become 


more valuable to you and more valuable to themselves by reading 
and studying it. 


maATL 


HARDWARE AGE 
100 East 42nd St., New York, N. Y. 
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Please send me 





USE THE BOOK 
THE EXPERTS USE 


Everything You Need to Know 
About BUILDERS’ HARDWARE 


HOWARD MacCARTHY, Jr., president says: 
“It gives me great pleasure to advise you that the 
board of directors of the American 
Society of Architectural Hardware 
Consultants have unanimously voted 
to adopt Adon Brownell’s book ‘Tak. 
ing the Mystery Out of Builders’ 

Hardware’ as the official text 


book of the Society.” 





Here are some of the features and 
profitable ideas in this book that will 
mean more dollars for you! 

220 pages—page size 8!/2 x I1'/2 inches— 

cloth bound to withstand hard usage. 

How to bring prospects into your store. 

Suggestions on making bids that will mean 
more sales and profits to you. 

How to cash in on the sale of replacements 
and "follow-up" items. 

A wealth of specific information on equip- 
ping public buildings. 

Nine comparative charts which show you how 
to match different items. 

A working Blue Print, size 25 x 11'/2 inches, 
Glossary of more than 300 Technical Build- 
ers’ Hardware Terms, Cross Reference In- 
dex, etc. 





Over 600 Illustrations, Charts and Diagrams. 








COUPON 


ORDER YOUR COPY NOW 


Prepare yourself for the* opportunities a 
thorough knowledge of Builders’ Hardware 
offers you to increase your earning power. 


GOOD BUILDERS’ HARDWARE MEN ARE SCARCE. 


TODAY 


2 
~ 
ce 


. copies of “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” by Adon B. 


Brownell. I will pay the postman $3 each, plus a few cents postage. (Canada and Foreign Countries $3.50.) 


NAME. FIRM 


ADDRESS : CITY 


STATE 


(Check here if vou enclose puyment, in which case we pay postage. 





SEPTEMBER 18, 1941 
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Defense program opens new market for hard- 
ware dealers. CASH IN ON IT NOW! 


ni a brand new sales opportunity 

knocking at the hardware dealer’s door. 
Tool and die makers, swamped with defense 
orders, are in the market for thousands of abra- 
sive sticks and stones. They need these tool 
room sticks and stones to put the finishing 
touches on tools and dies. And they need them in 
a hurry! They’re anxious to buy from hardware 


dealers and tool stores near their own shops. 


This represents a big new sales opportunity for 


you. An opportunity that can be developed into 


a permanent, profitable market. Make the most 
of it! Order a supply of Carborundum Brand 
Silicon Carbide and Aloxite Brand Aluminum 
Oxide Abrasive Sticks and Stones from your 
jobber today. They come in a variety of shapes 
and sizes for all types of tool and die finishing 
work. And Carborundum Brand sticks and 
stones are the brand that has long been pre- 


ferred by leading shop owners. 


So don’t wait for opportunity to knock again. 
Send for illustrated catalog No. 103 showing 
most popular shapes and sizes. Get your order 


in now! 


THE CARBORUNDUM COMPANY ¢ NIAGARA FALLS,N.Y. 


Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carborundum and Aloxite are registered trade-marks of and indicate manufacture by The Carborundum Company ) 
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These ads are your salesmen! . . . Right thru Fall and Christmas 
season they’ll reach out into your market. Comic Books, Boys’ 
Books, Mechanical Magazines, Look, Life and others carry 
Daisy ads into more than 20,000,000 homes. Every 
Daisy ad is an ad for your store because it tells 
kids where to buy. Daisy Advertising this Fall 
and Christmas will stimulate a natural 
timely demand for Air Rifles—business 
will be good—so be prepared! Stock up 
and be ready to satisfy the demand 
these printed salesmen are creating. 
Sell DAISY Air Rifles for profit! 


BULLS _ SHOT 


Se a 





Sell Dais anne Bulls Eye 


THE emus 1000-SHOT ae Ve 
* \ ally- Advertised Shot! 
ys . ; Big Jumbo Tube 

\ 


No. 5 
:  & 5c 













LICENSED BY STEPHEN SLESINGER, INC., MW. Y. PUM 7 
COWBOY CARBINE RETAILS AT 


This sensational Daisy is leading the sales parade! By all 
odds the fastest-selling, biggest-selling Daisy in history, 
RED RYDER CARBINE is featured in each full page Daisy 
Magazine Ad. Daisy Pump Gun (No, 25), big Christmas 
item for over 25 years, is sub-featured and illustrated. 
Have plenty of these two profit-makers on hand as well 
as BULLS EYE SHOT, Bell Targets, and all other 
Daisy Air Rifles from $1. Your jobber is well stocked 
so order now. Stock early and write your jobber or direct 
to the factory for catalogs, display racks and literature. 


CHECK _— STOCK — WRITE JOBBER OR FACTORY FOR FREE DISPLAY RACKS! 
DAISY’S OFF ICIAL 


5450 


No. 111 RED RYDER 
1000-Shot CARBINE 


RETAILS AT ONLY 


Pica 2 aes 
















—and DAISY PICTURE PROJECTORS |: 


Stock Daisy’s Official SUPERMAN KRYPTO- : 
RAYGUN—named after SUPERMAN—America’s RETAILING AT 


most famous juvenile hero! KRYPTO-RAYGUN ry, 
shoots harmless pictures on wall! Also Daisy Picture 2 5c t og |e 














Projector Pistols, PEEP-SHOW Pistols. These SAFE 
FUN GUNS will sell like magic! NATIONALLY 
ADVERTISED 


Also AIR PISTOLS—WATER PISTOLS—Famous SQUIRT-O MATIC PISTOL! 
DAISY MANUFACTURING COMPANY, PLYMOUTH, MICHIGAN, U. S. A. 




















New York Sales and Display Office: Room 428—Fifth Avenue Bidg. 
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HAY 
UNLOADING 


‘ } 
—— vd) | 
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WATER FOR —_— 
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ROW CROP 
SPRAYERS 


So comprehensive is the Myers line of 
Farm Operating Equipment -- Pumps, 
Water Systems, Sprayers, Hay Un- 
loading Tools and Door Hangers -- that 
despite the elimination of numerous 
items to conform with the National 
Defense Program, there is a depend- 
able Myers unit to meet every require- 
ment of the home or farm. Then too, 
service and repairs have long been a 


WATER FOR 
DISHES 
LAUNDRY 
COOKING 


TER 
PRESSURE 
BATHROOM 
FACILITIES 


AND BARN DOOR 


ORCHARD 
SPRAYERS or. 


profitable source of income to Myers 
dealers. As always, there will 
be an ample stock of parts avail- 
able for immediate shipment to 
dealers. Fortunate indeed, is the 
dealer who concentrates on the 
Myers Line, for he is conforming 
both with National Defense and the 
National Farm Program for in- 
creased production of farm products. 


CO., Ashland, O. 


PUMPS — WATER SYSTEMS — SPRAYERS 
HAY UNLOADING TOOLS— DOOR HANGERS 
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Where trustworthy tools are vital 





Vital link in America’s mammoth distribution scheme 
are the thousands upon thousands of giant trucks 
that day and night ply the nation’s highways. With 
millions of dollars invested in rolling stock, the 
trucking industry must “keep them rolling” to make 
a profit. In the shops, Crescent and Crestoloy Tools 
play a prominent part in service and maintenance 
work, and on the road, they help to keep the pay 
loads moving. 

Crescent Tools include adjustable wrenches, pliers 
of all types, hacksaws, snips. screwdrivers, etc., etc. 
They are sold under the “Crescent” and “Crestoloy” 
trade names by hardware dealers and industrial 
distributors everywhere. 


CRESCENT TOOL COMPANY, JAMESTOWN, N. Y. 


CRESCENT TOOLS ~ 
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COMMERCIAL WASHERS ELECTRIC HOME 
RANGES HEATERS 


G A $ R A N G f A FAMILY OF PRODUCTS—FOR YEAR "ROUND PROFITS 


NORGE DIVISION BORG-WARNER CORP. + DETROIT, MICHIGAN 
li t lf 
LU RR G EG 
ROLLA 
Y: 
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JOBBERS AND DEALERS AGREE SEYMOUR SMITH 


ze 


READ WHAT 
YOU GET 


One “Snap-Cut"’ Pruner unit. 

3 No. 119 to sell at $2.00 each 
3 No. 19 to sell at 1.50 each 
2 No. 9% to sell at 1.00 each 
| No. 118 to sell at 1.25 each 


One “Popular Price’’ Pruner unit 


2 No. 122 to sell at $1.19 cach 

4 No. 15! to sell at .89 cach 

6 No. 60 to sell at 59 each 

! 
FREE One No. 157 Grass Shear to 
sell at $1.39. Sent to each dealer 
who returns to us BOTH the green 
cord and the yellow card which 


and the “Popular Price’ pruner 
deals. 


One Hedge Shear Sales unit. 

2 No. 26N-8 to sell at $2.25 each 
2 No. I4N-8 to sell at 1.69 each 
4 No. 4N-8 to sell at 1.25 each 


One Grass Shear Sales unit. 


2 No. 157 to sell at $1.39 each 
6 No. 57 to sell at .89 each 
4 No. 17 to sell at 59 each 


SPECIAL TOOLS 


| No. 1312 Tip-Top Tree Trimmer to 
sell at $2.75. 

2 No. 15 Long handled Pruners to sell 
ot $1.25 each. 


FREE Master Deal Bonus 
| No. 1575 Stand-Up Grass Shear 
| to sell at $2.25. 


FULL COLOR MASTER FLOOR DIS- 
PLAY STAND. COUNTER, WINDOW 
CARDS AND STREAMERS. 





are packed with the "Snap-Cut" | 














VHE 45 MASTER 

BI GARDEN SHEAR 
DEAL 

and DISPLAY 


| is PLUS tveryTHING- 
'" INCLUDING 


Nh EXTRA PROFITS 








HERE’S THE WHOLE STORY 
IN A CASH REGISTER 


And to back it up, the largest trade and 
consumer advertising campaign in our 
history will be launched this fall and next 
spring. 


N 


THE DEAL The Master Deal develops LARGER SALES — EXTRA 
PROFITS. It provides an initial stock of fast selling pruners, hedge 
and grass shears used during a busy garden season. Every item has 
the traditional SEYMOUR SMITH appeal. Stock is balanced in three 
price ranges.—QUALITY—POPULAR—COMPETITIVE. 


FREE GOODS on this $34.50 deal with the sales value of *$55.48 
amounts to $3.64—a 10% EXTRA to tickle the cash register with. 


THE DISPLAY This unique floor stand, counter high display 
makes a self-selling garden center in the store — focuses customers’ 
attention on your stock. In full color, it can be used as a complete 
unit or as seven separate displays for counters and windows. 


SALES BOOSTER Ingeniously worked out to up-up-up your 
sales aplenty. We know because it’s been tried and proved. 


The Master Deal and Display come complete in one compact carton. Shipping 
weight 90 lbs. Easy to handle and set up. With it comes a complete assortment 
of sales helps including the famous “Gardenin’ Time”, 4 color, 3 panel window 
display, counter cards, window streamers and circulars. Everything to help you 
sell more—make more. 


cent Remind your jobber NOW to send along a PHG45 
0S 
cath 


“Prices approximately 10% higher west of Rocky Mountains 





Seymoue SmitxH & SON Inc 


OAKVILLE, CONN. 
Sales Representative 
John H. Graham & Co., Inc., 105 Duane St., New York, N. Y. 
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NON-CLIMBABLE — 


for Active Business i in 


~ | PROPERTY 
' | PROTECTION 























d 
ir . e GOVERNMENTAL — Airports, Storage 
ct Yards, Warehouses, Defense Sites, Camps. 
# e Industrial—Factories, Yards, Warehouses, ;¢ 
A etc. Key prospects in practically every place. es " 
a Copper-bearing Steel Wire, sturdy construction 
s ‘ e General — Parking Lots, Playgrounds, Es- . lasts years longer than ordinary fences. 
” e tates, Homes, Parks, Cemeteries, Animal Adaptable—installations practically “‘tailor-made”’ 
‘ ; for a wide variety of uses. 
" Enclosures, Decorative Enclosures. ; 
Two styles, two weights, six heights (24” to 84”). 
. a 
r 2x 2 inch mesh 2x4 inch mesh 
4 COMPLETE with all necessary posts, gates, 
J a braces and fittings. 
: : Estimates on complete jobs gladly furnished on 
1 il receipt of sketches and dimensions. 
iL) NEW, COMPLETE FULLY ILLUSTRATED 





CATALOG AVAILABLE—WRITE TODA Y. 


liter Pome KEYSTONE STEEL & WIRE CO. 
“a mr “Lm || DEPARTMENT P-1 PEORIA, ILLINOIS 
CT Tt a 4 
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COLUMBIAN ROPE Made to Accurately Measure 
Rope Manufactured Only b 
MERCHANDISER COLUMBIAN ROPE Ca, 


Auburn. New York 


fone @ 8 eg 
Displays, Measures, Cuts goo fo" pa Se 
and Sells Rope— Puts | ee ' | 





Rope Sa les ona Rope is stored in the basement and dispensed 
‘ from the Columbian Merchandiser as sold. Unit 
“Packaged Goods” Basis! stands 5342” high and requires only 22” by 


11%” floor space. Install a Columbian Rope 
Merchandiser in your store and watch rope 














; sales soar! iB 

Pe 
Look for the Now at last, the problem of rope sales reminder and an invitation to buy. 
RED, WHITE ond BLUE is “licked” for good! With this new What's more, it measures the rope ac- 
Surface Merher, on the Columbian Rope Merchandiser, you can curately—then cuts it off “slick as a 

a allt + kp eoutinn sell rope on the same quick, easy basis whistle”! 
lumbian Rope—a mark i ~ 

thet your customers AL- a page se oy te ene Over 1000 of these machines are al- 
WAYS look for. Y —— : ready in use. They have won the en- 





This sensational new merchandiser’ thusiastic approval of customers and 
brings your rope out of hiding—ends salesmen alike. See your jobber today 
forever the annoyance and waste of for complete information. 
time of tramping down to the cellar to * 
measure and cut a few feet of rope. It 


puts 7 sizes of rope in plain sight of COLUMBIAN ROPE CO. 


your customers ... acts as a constant Auburn, “The Cordage City,” N. Y. 


COLUMBIAN sien: ROP 
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BUT IT CAN’T HAPPEN & 
WHEN YOU RS 


Deature - 4 Ay 
RAY-0-VAC'S 


_ GUARANTEED LEAKPROOF 4 
FLASHLIGHT BATTERY 4® 


* The FIRST battery guaranteed never to damage the 
| ‘ flashlight case . . . won't plug, stick or corrode. 

* Delivers longer light because of exclusive formula. 
* Nationally advertised ... full pages, full color. 



















WATCH RAY-O-VAC’S MAGNET-''EYEzed’’ FLASHLIGHT 
DEPARTMENTS PULL EXTRA PROFITS... 
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.. . NOT JUST “WINDOW GLASS” 


@ A good window glass should be clear, brilliantly finished on both 
sides of the sheet, as free as a sheet glass can be of imperfections and 
dlistortions, and dependably capable of permitting satisfactory vision 
through it. To an exceptionally high degree, Pennvernon Window 
Glass meets these requirements. The Pennvernon label is a reliable guide 
to window glass of genuine quality. It also identifies a glass readily and 
promptly available anywhere in the land through our many branches 
and thousands of dealers. Pittsburgh Plate Glass Company, Grant 
Building, Pittsburgh, Pennsylvania. 


ENNVERNON WINDOW GLASS 
PITTSBURGH PLATE GLASS COMPANY 


"PITTSBURGH " stand fot Lualily > lass and (Peiiné 





SELL “PENNVERNON“——~ 
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Cyclone “Red Tag” Lawn Fence— 
woven or welded, with gates to 
motch — many héights and weights. 









Oe et tT) ar 





even mesh always stretches square. 
Black, Galvanized, Copper or 
Bronze. 


i Cyclone “Red Tag” Screen Cloth — 


% 

a 
a 

z 
4 
& 

é Cyclone “Red Tag” Hardware Cloth 
2 —new welded selvage — straight 
@ wires — heavily galvanized afte 

¢ weovinga. 
BS 


meee: oa 


Cyclone “Red Tag” Wire Baskets — 
these tough, rugged baskets ore 
sure-fire sellers. 


is tag has 





... with customers who 
look for quality! 


‘NMART buyers are always on the lookoyt for a way to tell the quality 
S of goods before they buy. That’s why a recognized trade-mark is such 
a help to easier, faster selling. 

It will pay you to show customers the famous U-S-S trade-mark and 
the name “Cyclone” when you are selling steel hardware products. You'll 
find both of these well-known names on the Cyclone “Red Tag”. We 
attach this tag to all our hardware products so your customers can quickly 
see that you are showing them high-quality goods. 

It takes only a moment to show this tag. Actually, it saves you time, for 
it speeds sales. You'll be well paid for this slight effort—in easier selling 
and in customer confidence that will hold future business to your store. 


CYCLONE FENCE DIVISION 


(AMERICAN STEEL & WIRE COMPANY) 


Waukegan, Ill. - Branches in Principal Cities rae. 


United States Steel Export Company, New York (USS) 
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with a complete line of 


Bethlehem Galvanized Steel Roofing 


Irs EASY to close roofing sales when you offer prospective customers the wide choice of 
styles and types in the complete line of Bethlehem Galvanized Steel Roofing. Stormproof, 
Weatherproof, V-crimp, Corrugated, Roll Roofing—each of these has definite features 
of price, quality and coverage which make it ideal for particular applications. And each 
of these popular styles is available in a complete range of gages and lengths. V-crimp, 
moreover, is made in three types—2-V, 3-V and 5-V—and Corrugated is furnished with 


either 1!4- or 2!4-inch corrugations in two types—both ends down, or one down, one up. 


Finally, you can supply your customers with these quality roofing products 
in plain galvanized steel or in Beth-Cu-Loy, the copper-bearing steel with 
double life. At a cost of only a few cents more per sheet, Beth-Cu-Loy is the 
kind of bargain item you can use to convince the hardest-to-sell customer. 


BETHLEHEM STEEL COMPANY 
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_. «Will Send New 


Ammunition Custom, 
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NATIONAL AnvERTISIN To Your Store This ¢,, 
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Super-X 3 ae 
tpakes great days tin the blind 
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ESTERN advertising is always at work for Western 



















f dealers! Attention-getting, forceful incing ad 
! g, forceful convincing ad- ° 
4 vertising. Convincing and impressive because the ad- Send For This 
' vantages of SUPER-X and XPERT shot shells and Valuable Booklet of 


shooters want. 


cartridges described in the advertising are features 
FREE SALES AIDS 


Above are three full-page advertisements your cus- 
tomers will be reading in Outdoor magazines and num- 
erous other publications—in full color in some of them. 
Western’s 1941 advertising campaign includes more 
than 50 publications, reaching millions of shooters, It 
is working now, for you, in your locality. 


yt 
asvers -* orctont it 
yee 


WESTERN CARTRIDGE COMPANY, Se 
DEPT. 1-50 EAST ALTON, ILLINOIS st 





New WESTERN folders, new window trim 
and store display suggestions, an entirely 
new series of complete newspaper ads and 
individual cuts, a complete assortment of at- | 
tractive wall cards, window transfers, stickers 
and numerous other sales aids, are described 
WORLD CHAM PION AMMU NITION and reproduced in this new booklet. Use 

them and cash in on WESTERN national 
advertising. Write for the booklet today. 



















lomorrow... 


THINK 
OF THIS! 


YOU will boost your profits if 


« 
— 








you sell Lawson Cabinets! For 
there's a handsome Lawson Bath- 





room Cabinet for every type of 





residence from the low-cost budget 
home to the most expensive house 


in the restricted residential areas. 





The WARWICK is typ- SO tomorrow, when you're shaving, ¢/7nvk of the air-tight Lawson 
ical of the Lawson , . ‘ , , 
“Time Proof” line of policy of dealer protection—the policy to which Lawson has 


Vitreous Porcelain - fin- : : ) 
ished Bathroom €abi- strictly adhered in bad times as well as good! 


nets 


Think of the new Lawson line of “Time Proof” All Porcelain- 
Finished Cabinets—at baked enamel price levels! 


Think of the two complete lines of lower priced baked enamel 
cabinets plus the complete line of modern chromium plated 
accessories—backed, like Lawson Cabinets, with the prestige of 
the world’s largest manufacturer of bathroom cabinets. 





Think of the profits that you will make when you sell the 
Lawson line—the name that for 125 years has stood for “High 
Quality at Popular Prices”. And think of what you may be miss- 
ing by not asking your jobber for details and prices immediately. 











The F. H. Lawson Company also manufactures a complete line 
The BOSTONIAN, a 


splendid example of of Decorated Kitchenware, a complete line of galvanized ware 
Lawson’s Standar ne 4 y ‘ ; - e ; 

of fine quality baked and equipment for institutions and public buildings, and all types 
enamel cahinets 


of garage and filling station equipment. 


THE F.H.LAWSON COMPANY 


World's Largest Builders 
of Bathroom Cabinets 


CINCINNATI, OHIO 





One of the many 
sturdily built Lawson 
surface wall type 
cabinets for use 
where recessing is not 


possible or desired. 


SOLD BY AMERICA’S LEADING HARDWARE DEALERS 
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IT’S IN DEMAND from COAST TO COAST 
...the thoroughly tested, 1007 effective 
plastic nesin. WATERPROOF GLUE! 


» pant .. it’s a success! LePage’s new plastic resin water- 
proof glue has caken the country by storm. It’s selling 
fast over counters to all customers who want a glue that 
holds . . . that’s quality .. . that’s 100% waterproof! 


LePage’s new glue is thoroughly effective as a fusing agent 
for wood joints that need one piece permanency. Mechanics 
can use it... meed it . . . hobbyists find it indispensable in 
the workshop . . . industrial arts or manual training students 
and instructors, manufacturers and householders all depend 
upon it to do a thorough job. 


Don’t let a day go by without sending in for some informa- 
tion about this fast-selling glue. There are profit possibilities 
galore and particularly at this season when householders are 
beginning to repair for the winter. They need a waterproof 
glue to fight the weather—you need it for bigger profits. 


See the startling selling features of this effective new glue 


QUICK MIXING... with cold water! No trouble to 
prepare. Just add the required amount of water. The 
powder mixes into a smooth, workable liquid. 


= READY TO USE IN 30 SECONDS. No waiting 
around before you apply the glue. It is ready to use 
as soon as mixed—joints may be worked lightly after 
4 hours drying. Completely waterproof in a week. 


LASTING STRENGTH. Holds for years—with the 
Glue stronger than the joints it holds. Rain or sun 
have little or no effect upon it. 









pl. 


A name that 
has been fa- 
mous in the 
glue business 
for over 50 
years. 
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4 CONSUMER SIZES —Self-Selling, Smartly Packaged 
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PLASTIC RESIN 
| GLUE 


WATERPROOF 
tainiess Mixes Easily Stronger than Cas©! 
No 70! 





































... and these helpful sales-aids 
JEPAGESWML 9 Aun 


~ WATERPROOF GLUE 


saeigt®” Gunn ternins LasTons Sraamere 









STRIKING 
WINDOW STREAMER 


atan 





PACKAGE OUTSERTS. A brand new innovation 
in “How to use it’’ booklets. They tell customers 
of the many uses of LePage’s and they save re- 
tailers time answering questions. 


. 


CONSUMER ADVERTISING. Advertisements 
that pull customers into your store. Watch for 
these advertisements in your favorite magazines. 


JEPAGE'S plastic resin WATERPROOF GLUE 


a a 
MAIL TODAY! 


LePage’s, Inc., Gloucester, Mass. 








Gentlemen: Please send me full information 
about your new plastic resin waterproof 
glue and its exceptional profit possibilities. 7 




















Nor by a jugful! Industrial concerns are 
not the only defense tool users. What 
about the indirect “defense” activities 
in which the individual does his own 
tool buying? . . . The farmer who needs 
files to keep his food-raising implements 
in shape? The miner who needs files to 
sharpen his picks? The lumberman and 
sawmiller for their saws? 


What about the trucker hauling food- 
stuffs, materials and finished products 
directly or indirectly for defense? The 
repair garage which keeps such equip- 
ment in operating condition? The ma- 
chine shop sub-contracting on defense- 
equipment parts? The army of mechani- 
cal “‘trainees’’—learners, apprentices, 








5) File Sales for Defense 
Are NOT Alt 


M7; 
A Detouring Your Store 


iN 


industrial-arts students—who must pro- 
vide their own files and other hand tools? 


They’re all.contributors, in one way 
or another, to The Great Cause. And 
you, the hardware retailer, are impor- 
tant in supplying their tool needs. Make 
yourself file headquarters and let the 
fact be known—through your windows, 
counter displays, local newspaper adver- 
tising, “‘penny mailers” to a chosen list 
of file users. Your jobber will gladly co- 
operate with you toward getting the 
right stocks of “the best known and 
easiest selling file brands in the world” 
—NICHOLSON and BLAcK DIAMOND. 


NICHOLSON FILE CO., PROVIDENCE, R. 1, U.S. A. 
(Also Canadian Plant, Port Hope, Ont.) 
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CHAIN of the MONTH 
4 





‘‘Timing’’ has become a tremendous factor 
in hardware store profits. 

Expert hardware merchandisers have learned 
it pays well to display and feature different 
AMERICAN CHAIN items in different seasons. 

Experience of many years has proved that in 
September and October, the ““AMERICAN”’-made 
chains listed below are popular sellers: 

Elwel Cow Ties . . . Tenso Cow Ties .. . Acco 

Repair Links and Assortments ... Acco General 

Purpose Chains . . . Acco Proof & BBB Coil 

Chain . . . 2-O Tenso Well & Swing Chain, 250 

ft. carton ...Elwel Machine & Coil Chain... 

Tenso Halter and Dog Chains . . . Acco Log 

Chain .. . American Furnace Chain . . . Ajax 

and Elwel Breast Chains... Anti-SpreaderChains 

Keen merchandisers know it makes selling 
easier if you can say your chains are made by 
AMERICAN CHAIN. That means quality, and 
quality is always an ace. 

But now quality buying is even more impor- 
tant. 

Quality buying conserves material—and it 
saves money through longer service. 

Check your stocks of popular AMERICAN CHAIN 
he items today and when you are low, tell 
~=Giy your jobber. 

“(07a 


VU obded 
AMERICAN | Weldle 


.. CHAIN ¢ 


AMERICAN CHAIN DIVISION 
AMERICAN CHAIN & CABLE COMPANY, Inc. 
YORK, PENNSYLVANIA 


In Business for Your Safety 


HARDWARE AGE 








Defense First:— 


By this time most American 
business men should be convinced 
that “Defense First” is not a slo- 
gan but an almost overwhelming 
program to which this country is 
committed on an “all out” basis. 
There is hardly a business that 
has not, by this time, felt the 
pinch of shortages and sensed 
the seriousness of the threat 
that more of the same is to 
come. The struggle to obtain pri- 
ority ratings goes on at a mad 
pace. Too few business men seem 
to understand that to obtain a pri- 
ority rating the goods or materials 
must definitely be for defense pro- 
duction and not merely indirectly 
for defense. The complexities of 
the priority system, the labyrinth 
of official forms required (more 
than 80), the rapid changes in of- 
ficial decisions, the shifting of ex- 
ecutive personnel in the various 
alphabetical agencies charged with 
expediting the defense program. 
plus the continued tolerance of 
arrogant obstruction by organized 
labor leaders add to the confusion 
and dismay which most business 
men feel today. The best and lat- 
est information on the situation 
falls far short of giving the an- 
swers that hardware men fervently 
seek. They want the answer to one 
simple question, “Specifically what 
can wholesale and retail hardware 
firms do to continue in business. 
distributing essentials to consum- 
ers, some of whom are identified 
with defense production and all of 


whom are expected to contribute 
the tax monies that will finance 
the defense program?” As yet this 
question cannot be answered with 
any degree of finality nor to an 
extent that affords much comfort 
to hardware manufacturers and 
distributors. 


“Civilian 
Econom Y" — 


To date nothing precise has 
been done to assure a minimum 
dislocation of “civilian economy.” 
It would probably be too much to 
hope for at this time but the sub- 
ject remains the burning question 
in the minds of hardware men. 
And, at long last, it is becoming a 
question in the minds of official 
Washington. We are hearing a 
few less threats about “hundreds 
of plants closing down; millions 
of unemployed workers at an 
early date, etc.” A movement is 
now underway to spread sub-con- 


tracts for defense work among 
smaller plants, previously unable 
to participate and thus unable to 
get priorities, that would provide 
materials needed to keep them 
running. But here again, the relief 
intended is solely for defense and 
does not include any comfort for 
producers and distributors of non- 
defense goods. References to “ci- 
vilian economy” are becoming 
more frequent and more earnest 
in publicized statements of off- 
cials and quasi-officials comman- 
deered from private business to 
aid in the defense program. They 
don’t say much on the subject. 
but the barest consideration, at 
this juncture, looks like a slim ray 
of hope that was noticeably ab- 
sent until very recently. Not sufh- 
cient to justify any great optimism. 
this seeming trend to recognize 
that our “civilian economy” must 
be maintained does lessen the 
hopelessness of the outlook. It 
suggests, even if it does not prom- 
ise, that non-defense requirements 





SEPTEMBER 18, 1941 




















are rated at least as a secondary 
essential in our American life. In 
the meantime, shortages and de- 
lays continue and will probably 
increase before any improvement 
can be expected. Such is the price 
we will pay to make up for lost 
time and the lack of earlier and 
better planning to accomplish our 
vital though somewhat belated de- 
fense program. 


Hoarding :— 


For obvious military reasons 
few, if any, accurate figures are 
available to indicate the relation 
between actual defense needs and 
our capacity to produce both raw 
materials and finished products. 
As a result we only know that in 
most metals “defense takes all.” 
The same is true of other ma- 
terials needed for civilian produc- 
tion of hardware merchandise. 
We also know that “defense 
wants its specifications now.” And 
therein lies a fundamental diffi- 
culty and confused thinking. This 
causes suspicion, thal the army, 
navy and other defense factors are 
“hogging” materials in excess of 
actual needs to a point where sur- 
plus materials are being hoarded 
by government departments beyond 
the plus margin that admittedly 
must be maintained to avoid delays 
in defense production. Hope that 
if this situation exists it will be 
quickly adjusted is derived from 
the announcement of the new 
seven-man, super-defense agency, 
the Supplies Priorities and Allo- 
cation Board, (SPAB) that it has 
instituted a detailed planning of 
the defense program on a basis of 
accurate, coordinated knowledge 
of all the Nation’s requirements 
both military and civilian. Under 
the direction of Executive Direc- 
tor Donald M. Nelson, the board 
will prepare procurement sched- 
ules outlining both civilian and 
military needs, the schedules to 
be broken down into the require- 
ments of raw materials, labor and 
machinery for their production. 


Defense of What? :— 


Unhesitatingly and wholeheart- 
edly supporting the full spirit of 
our National Defense Program 
and recognizing completely that 
“defense comes first” there is still 
a very proper question—“What 
is it that we are to defend?” We 
are told and retold it is our 
cherished American way of living. 
Then why crush civilian economy 
on the altar of full defense to the 
possible lasting detriment of non- 
defense activities? Stated in most 
simple terms “Let defense require- 
ments take all the rich cream but 
leave at least some thin milk on 
which non-defense industries can 
subsist.” Otherwise we are in 
danger of destroying the very 
thing we would protect through 
adequate defense. We may find 
that what we would preserve has 
vanished leaving only the sedi- 
ments of some form of foreign 
totalitarian political philosophy— 
the very curse our defense pro- 
gram is designed to eliminate 
from the face of the earth. That 
great sacrifices must and will be 
made by the whole nation cannot 
be disputed. But these sacrifices 
must not be in vain. There 
should be sufficient ingenuity, in- 
telligence, and cooperation to efh- 
ciently utilize our resources, man 
power and production facilities to 
accomplish our defense program 
and yet retain our civilian econ- 
omy which essentially means our 
way of living. 


Washington:— 


Under present upset condi- 
tions, Washington, D. C., is a 
veritable madhouse of frenzied ac- 
tivity. Hotels, restaurants, streets, 
vehicles, stores, etc., are crowded 
with busy people endeavoring to 
expedite The National Defense 
Program. There are endless meet- 
ings of committees, constant con- 
ferences and an unending stream 
of industry groups seeking priori- 


ties and some wisp of hope that 
at least partial non-defense pro- 
duction will continue. The hard- 
ware industry is well represented. 
Almost at every turn you en- 
counter well-known hardware men 
seeking information, advice or 
perhaps defense contracts. They 
tell of the meetings held in various 
parts of the country and of plans, 
hopes and confusion attending 
the efforts of their particular 
groups, to assist in defense and 
at the same time survive for that 
happy time when peace reigns 
again. This must be our com- 
mon goal, our consuming passion 
—to accomplish our defense pro- 
gram and maintain the essentials 
that make our American way of 
living worthy of that defense. 


“Loyal 
Opposi tion” :— 


In Great Britain the minority 
party is referred to as “the loyal 
opposition” on the theory that its 
loyalty is unquestioned, but that 
it reserves the freeman’s right of 
opposition to government's deci- 
sions. We can take a lesson from 
this procedure in our present dif- 
ficulties. If we are sufficiently ar- 
ticulate in reminding Congressmen 
and other officials of both our 
loyalty and our desire to stay in 
business, some good will be ac- 
complished. Keep on telling them 
of the services the hardware dis- 
tributing trade renders; of its basic 
function and importance in every 
community and of its constant 
contribution in providing not lux- 
uries, but necessities to decent 
living. If these truths are driven 
home enough times, in enough 
places, something will be done to 
minimize the dislocation of our 
civilian economy without impair- 
ing the progress of our National 
Defense Program. But it will not 
be accomplished by silent accep- 
tance nor without genuine, honest, 
all around cooperation and inten- 
sive effort and planning. 
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B USINESS is on a bicycle built for 
two—production and defense—and it isn’t go- 
ing to have much chance to enjoy the scenery. 
It’s going to be hard just hanging on, and 
besides there isn’t enough scenery to go around. 
That just about paraphrases the Washington 
picture of today. 

National defense and other defense needs 
are the prime concern, and to that end all pro- 
duction and manufacturing facilities available 
will be directed. The consumer, the manufac- 
turer and distributor of purely consumer 
goods, and, of course the retailer, all in a sense, 
will be the sacrificial lambs. 


PRIORITIES are the obstacles in the normal 
flow of civilian needs from manufacturer to 
wholesaler, from the dealer to the ultimate 
consumer. Priorities are necessarily the 
stumbling block because they are the only 
means of insuring adequate supplies to defense 
agencies and to defense-product producing 
plants. The priority system is essential be- 
cause production of certain basic raw materials 
has not or has just barely kept pace with de- 
fense needs. And those needs must come be- 
fore all else. The United States has not only 
its own defense program, but as the “arsenal 
for democracy” is committed to furnish war 
materials under the lend-lease law to Great 
Britain, Russia, China, and other countries 
fighting against Axis aggression. 

Such a program presages and demands 
civilian economy by the very nature of the 
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production capacity it commands and the raw 
material shortages that ensue. 

While manufacturers producing defense 
products, and products indirectly related to de- 
fense, or the most essential civilian needs, may 
find some measure of relief through the priority 
system, others will find themselves in a baffling 
situation because of their inability to carry on 
defense production or inability to continue their 
present production schedules. 

Those latter are as yet left out on a limb, 
for no machinery has been set up nor has any 
program been resolved that operates forcefully 
in providing relief. This remains true despite 
the reorganization of the defense agencies with 
an overall planning agency called the Supply 
Priorities and Allocation Board. To illustrate: 
a group of manufacturers within an industry 
such as the hardware industry may apply to 
the new OPM Civilian Allotation Division of 
Supplies for a hearing and, upon receiving one, 
may, if the division decides the request has 
merit, be issued a civilian allocation order. It 
is then necessary for OPM Priorities Division to 
implement the order by issuing a priority rat- 
ing. But still, defense and indirect defense 
needs receive first consideration, and the manu- 
facturer of civilian items gets the leavings, if 
any. As of Aug. 20, 1941, OPACS has issued 
some 30 civilian allocation programs, which 
are listed elsewhere. 


"THERE is much concern in Washington re- 
garding the serious threat of dislocation of pri- 
vate industry as a result of the defense effort. 
Some possible solutions to the problems have 
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been set forth, and among them there is a pro- 
gram which suggests substitute materials to re- 
place those now being poured into defense. 
That program though still incomplete may be 
expected to cover a wide range of hardware 
store lines in the near future. 

In addition, defense officials are continually 
discussing the need for relief with hardware 
industry representatives and others in an at- 
tempt to evolve programs that will fit industry 
problems and minimize the dislocation of our 
civilian economy. 

Glancing at some of the methods used to 
insure a flow of materials to the manufacturer 
engaged in defense work, there is an individual 
preference rating certificate, the Defense Rating 
Plan, the Defense Contract Service, the blanket 
rating and others. These will be explained in 
more detail. 





[HOSE manufacturers who do not enter the 
defense picture may receive relief through a 
substitution program, not yet completed. Or, 
if particularly hard-pressed, should attempt to 
get defense work as a sub-contractor. A second 
alternative is nonetheless difficult, and that is to 
go into lines not within the sphere of defense 
activity. 

Insofar as the distributor is concerned, relief 
will become dependent upon the measure in 
which the manufacturer solves his problems. 
The wholesale distributer, too, if he can show 
that his needs apply to defense items, has re- 








course to the individual preference certificate. 
They are also advised to seek defense contracts 
wherever possible. At the present time a plan 
is being considered for distributors, but it is 
as yet in a nebulous state. 

Third and last, and very much last, too, is 
the retailer, for whom there appears to be 
little prospect for relief. He must wait his 
turn and is entirely dependent upon the manu- 
facturer and wholesaler. Too few dealers are 
in a financial position to seek defense work on 
a semi-jobbing or contracting basis. As mer- 
chandise becomes scarce, and it will become 
scarce to an even greater degree, the retailer is 
faced with two alternatives: one to close shop, 
the other to seek new lines not affected by de- 
fense. Thus, if never before, hardware deal- 
ers and others must sharpen their merchandis- 
ing abilities to the nth degree, if they are to 
stay in business. 


Business prospects under these conditions 
look stark indeed and, for many, business ex- 
istence will be meager. It would be too hasty 
to conclude that this situation is receiving no 
official recognition. Impressions are being re- 
corded and it is hoped that a clear picture will 
develop. 

Manufacturers, wholesalers, dealers and con- 
sumers must face the reality that present gov- 
ernmental thinking is hinged on “first things 
come first” and today, first things are defense 
needs. 
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Of these perhaps the two of greatest interest to the hardware 


industry is PD-1, illustrated above and PD-25, illustrated on page 38. Upon application on form PD-1, the 


Priorities Division issues individual preference rating certificates discussed in the article. 


These certificates 


can be issued when a manufacturer or business man has difficulty in obtaining supplies, whether or not his 
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production is purely defense, if his work is important to defense. PD-1 may not be reproduced. It is avail- 
able from Federal Reserve Banks and from the priorities district offices. 
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Translating this philosophy into the reality 
of a defense program, there is the priorities 
systems, the background of the whole structure. 
It intends to insure that all things needed for 
defense are produced promptly on schedule and 
without delay. Priority action takes a number 
of forms, and requires certain manufacturers 
or producers to give preferential treatment to 
specified orders or contracts. 

In patterning the program, the military and 
other defense agencies concerned use two in- 
struments. One is the Priorities Critical List 
(shown elsewhere in this article), a listing of 
primary military items which are needed for 
defense and on which priority certificates can 
be issued automatically to speed up production, 
by the contracting officers of the Army and 
Navy, coordinated by the Army and Navy 
Munitions Board. The second instrument fixes 
the order of importance in which those items 
are listed. 


THERE are at least three distinct steps which 
may be taken in order to receive priority aid: 
individual preference rating certificates (Form 


PD1); industry wide priority control and 
blanket preference ratings of a limited type. 
The individual preference rating certificate 
(Form PD1) for which an individual manu- 
facturer applies directly to the Priorities Divi- 
sion, serves to facilitate his procuring some 
equipment or part of equipment essential to 
the defense work he may be handling. If the 
Priorities Division decides that the plea is jus- 
tified, it can issue a preference rating certificate 
to the manufacturer who in turn serves it on 
his supplier. The supplier then is required to 
give the order preferential treatment. The rating 
certificate is good only for the particular order 
and expires upon its completion. In requesting 
such a certificate, the defense connection must 
be made perfectly clear. It is not the policy of 
the Priorities Division to take priority action to 
solve some purely civilian problem. 
Industry-wide priority control pertains to 
some 20 materials and classes of materials over 
which the Priority Division exercises priority 
control. These are listed elsewhere. Here al- 
locations take precedence over individual cer- 
tificates in case of any conflict. Under this 
































© DOU OF the et OF ucantny in when 


AO KOe 0 Sl Cray Re merEL SO ws cmamity ps ~ 
A te ethan he preceding 
© Sect on need few re 
Mo Nate aniry of Re mater 
Oo oF cmmmly om mam, Low cen 
; yo Crecetng gone 
Set memes me Ao tal ach rere © to as hand Go cerry ou sredteaten 
© lane eens fe core quarter § Ne Oe Och rane far the 


(redecton enmcrpered 
OPENS mQUIREMeNT FOR CURBED Quam Roped for he cre quan 


foes > ner tae te POhon earthy oF the minmen 





oon, ond 
_—— Pe SA enphancton % tee Onewcm  Pree 














These forms set in motion the machinery of the Defense Supplies Rating Plan by which preference rat- 
ings of A-10 are secured. The center top form (B), is report form PD-25 on which the applicant for the 
preference rating estimates requirements on the basis of performance in the preceding quarters and provides 
a enone information. See instructions as provided on the reverse of that form (lower left in illustra- 
tion, ‘ 

When the plan was made available a Customer’s Affidavit, form PD-25C, was included. This has been 
superseded by two forms, PD-25D, shown in upper right (C) and PD-25C revised, upper left (A). The 
former, a Customer’s Certificate of Defense Requirements, is provided as a replacement for those who have 
been using the affidavit identification for individual purchases and who have shown thereon the number of 
the Order or Certificate assigned a preference rating under which the material covered by that individual 
order was to be used. The latter, PD-25C, revised, is for use by those who give their suppliers a monthly 
statement of the percentage of the previous month’s dollar volume which was for defense. 

The preference ratings secured by this plan may be extended to suppliers and sub-suppliers. Any sup- 
plier or sub-supplier who extends the Defense Suplies Rating order and the preference rating, fills out and 
executes in duplicate each month form PD-256, lower right (E) in illustration, and each month sends it to 
the Priorities Division. 

These forms, shown here, like many other priority forms, may be reproduced, but if done so, must be 
reproduced exactly. They are also available from some commercial printing firms. 
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Priorities Critical List 


The Priorities Division is administering orders 
which impose industry-wide mandatory control on, 
and regulate the distribution of the following ma- 
terials and classes of materials. All orders per- 
taining to these materials are in the “M” series, 
except for a special order regulating the distribu- 
tion of machine tools. They are designed primarily 
to regulate and allocate the distribution of raw 
materials. 


Aluminum Polyvinyl Chloride 
Magnesium Zinc 
Nickel Rubber 
Nickel-steel Chromium 
Ferro-tungsten Steel 
Tungsten high-speed Pig iron 

steel Silk 
Machine tools Silk waste 
Synthetic rubber Chlorine 
Copper Cutting tools 
Cork Calcium silicon 
Borax 


In addition to the materials under industry-wide 
mandatory control, the Priorities Division exercises 
a mild form of inventory control over the follow- 


ing: 


Antimony Lead 

Cadmium Manganese or Spiegel- 
Cobalt eisen 

Ferrous alloys, all types Mercury 

Iridium Molybdenum 


Nonferrous alloys, all types except alloys in the 
composition of which the percentage of copper 
metal by weight equals or exceeds the percentage 
of all other metals. 

Tin. 

Vanadium. 

Secondary materials, or scrap, containing any 
of the metals listed herein or any metals already 
subject to an order of the Director of Priorities 
prepared for sale in order to recover the metal 
content thereof. 

This form of inventory control is provided in 
General Metals Order No. 1 which requires sup- 
pliers of these metals, in semi-processed or pre- 
manufactured form, to file a statement of compli- 
ance once with the Priorities Division and also 
requires customers for these metals in semi- 
processed or pre-manufactured form to file monthly 
statements of compliance with their suppliers. 





procedure all defense orders are given an auto- 
matic rating of A-10, unless higher ratings are 
assigned for specific orders. But the Priorities 
Division, on the theory that the most important 
civilian needs come ahead of the least impor- 
tant military need, reserves the right to issue 
higher ratings for civilian needs if necessary. 


THE limited blanket rating order can be given 
to a company or companies engaged almost 
wholly in defense work. Such an order assigns 
a company one rating which applies to all its 
contracts or orders for specified scarce mate- 
rials flowing into defense production. It en- 
titles the manufacturer coming under this rating 
to preferential treatment by his suppliers on 
orders he places for the items listed. 

So far, blanket ratings have been given ma- 
chine tool and gage builders, crane builders, 
certain producers of military airplanes, engines 
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and propellers, producers of railroad freight 
cars and builders of merchant ships under the 
Maritime Commission program. 

In addition to the above-mentioned priority 
instruments, there is the project rating, some- 
what similar to limited blanket ratings except 
that they apply to a project such as a munitions 
plant or a dam. 


A. DEFENSE Supplies Rating Plan (Form 
PD 25) has been developed to meet the prob- 
lem of some manufacturers, whe, because, they 
are receiving defense orders, must have aid to 
secure a steady flow of scarce materials into 
their plant. This plan provides for the grant- 
ing of a preference rating (A-10) to manufac- 
turers who can clearly identify the proportion 
of their production which is defense work. The 
rating applies only to the defense work. It 
means that in each quarter a producer can get 





Civilian Allocation Programs 


As of August 20, 1941, the following civilian allo- 
cation programs have been instituted: 
PM-488—Copper. 
PM-512—Cork. 
PM-513—Pig iron, ferro-alloys, steel ingots and 
castings and all carbon and alloy steel products. 
PM—Borax and boric acid. 
PM-530—Material for construction or repair of 
railroad, mine and industrial freight cars. 
PM-596—Rubber. 
PM-649—Materials used in maintenance and re- 
pair work (26 essential services). 
PM-651—Canning machinery. 
PM-673—Amended—borax and boric acid. ; 
PM-676—Motor and electric rail car construction 
for city, suburban, etc., transportation. 
PM-677—Locomotives—construction. 
PM-678—Galvanized sheets for grain bins. 
PM-714—Maintenance and repair work for dura- 
ble consumers goods. 
PM-733—Hospital apparatus and equipment, sur- 
gical implements and supplies, eye-glass frames. 
PM-760—Curtailment of automobiles, refrigera- 
tors and washing machines. 
PM-770—Thermostatic bi-metal. 
PM-777—Farm machinery and equipment. 
PM-781—Scientific apparatus and devices to aid 
hearing. 
PM-808—Cans for preservation of food. 
PM-819—Supplies for hospitals, clinics and sani- 
toria. 
PM-828—Amended—borax and boric acid. 
s PM-829—Revision—galvanized sheets for grain 


bins. 

PM-835—Program for Rural Electrification Admin- 
istration. 

PM-836—Chlorine. 

PM-848—Cotton linters. 

PM-864—Rayon yarn. 

PM-866—Formaldehyde. 

PM-892—Steel used in automobile license tags. 

PM-948—10 per cent cut in motor fuel on Atlantic 
Coast. 

PM-949—Amended—Rayon yarn. 

eaten emavattareaces yarn (acetate rayon 
yarn). 

PM-977—Freon refrigerant gases. 

PM-988—Radio tubes. 

Latest addition to this list covers electric water 
systems. 
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a preference rating on such quantities of scarce 
materials which his experience in the preced- 
ing quarter indicates will be his need for pro- 
duction for defense in the current quarters. This 
is determined from sales records. 

A Defense Housing Plan is also going into 
operation and it will grant priority status to 
certain defense housing projects and programs. 
In this connection, a new Defense Housing Criti- 
cal List is being developed. The general pur- 
pose of the plan is to put specified defense hous- 
ing activities in a preferential class and thus 
assure the prompt flow to the projects of critical 
building materials. 

It is not necessary to direct requests for in- 
formation regarding defense contracts to Wash- 
ington. The Priorities Division has set up a 
number of field offices in various key cities 
which are prepared to deal with pertinent prob- 
lems. A list of these field offices will be found 
elsewhere in this article. 

Based on the history of defense operations 
thus far, the Priorities Division has put increas- 
ing emphasis on four points: No amount of 
policing can take place of understanding coop- 
eration, freely and willingly given. (It is well 


to note here that 95 per cent compliance has 
been received.) Excess inventory buying often 
makes full priority control necessary before it 
would otherwise be necessary. Proper sched- 
uling is the heart of any sound priority system, 
and materials should be ordered for delivery 
when they are required. Critical materials are 
going to become even scarcer in the future, 
non-defense producers must switch over to less 
scarce materials as promptly as possible. 


W ITH those four points in mind, business 
is free to make its own predictions as to its 
future course and its salvation. But certain 
trends are indicated and while at the present 
there has come no concrete evidence from Wash- 
ington, that government is concerned with non- 
defense industry or the average small business 
man, there is much concern expressed. What- 
ever is the result, extended governmental pian- 
ning or otherwise, for some time the merchant is 
going to live largely by his wits. 


PRIORITY CONTROL 
Bicycles, see page 76. 
Manila fiber and manila cordage, see page 77. 


Priorities District Offices 


William P. Homans, District Manager, 
Priorities Field Service, 

Office of Production Management, 

30 Pearl St., 

Boston, Mass. 


Philip M. McCullough, District Manager, 
Priorities Field Service, - 

Office of Production Management, 

33 Liberty Street, 

New York, N. Y. 


Frederick W. Slack, District Manager, 
Priorities Field Service, 

Office of Production Management, 
925 Chestnut St., 

Philadelphia, Pa. 


Louis E. Crandall, District Manager, 
Priorities Field Service, 

Office of Production Management, 
411 Locust Street, 

St. Louis, Mo. 


Warren G. Bailey, District Manager, 
Priorities Field Service, 

Office of Production Management, 
164 West Jackson Blvd., 

Chicago, IIl. 


William T. Walker, District Manager, 
Priorities Field Service, 

Office of Production Management, 
East Sixth St. and Superior Ave., 
Cleveland, Ohio. 


Virgil L. Board, District Manager, 
Priorities Field Service, 

Office of Production Management, 
U. S. National Bank Bldg., 
Denver, Colo. 


Charles F. Cruciger, District Manager, 
Priorities Field Service, 

Office of Production Management, 
Grant Street and Ogle Way, 
Pittsburgh, Penn. 


James B. Crockett, District Manager, 
Priorities Field Service, 

Office of Production Management, 
Wood and Akard Sts., 

Dallas, Texas. 


Walter Hall, District Manager, 
Priorities Field Service, 

Office of Production Management, 
160 Fort Street, West, 

Detroit, Michigan. 


John B. Reeves, District Manager, 
Priorities Field Service, 

Office of Production Management, 
,104 Marietta Street, 

Atlanta, Ga. 


Bruce W. Burroughs, District Manager, 
Priorities Field Service, 

Office of Production Management, 

34 East Fourth Street, 

Cincinnati, Ohio. 


Andrew L. Kerr, District Manager, 
Priorities Field Service, 

Office of Production Management, 
400 Sansome Street, 

San Francisco, Calif. 


William D. Shannon, District Manager, 
Priorities Field Service, 

Office of Production Management, 

957 Stuart Bldg., 

Seattle, Wash. 


Clifford H. Carr, Asst. Dist. Mgr., 
in Charge of Kansas City Branch, 
Priorities Field Service, 

Office of Production Management, 
Federal Reserve Bank Bldg., 
Kansas City, Mo. 


G. Howard Hutchins, District Manager, 
Priorities Field Service, 

Office of Production Management, 

1151 South Broadway, 

Los Angeles, Calif. 
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towards small business, long a hobby 
with the New Deal, has broken out in 
a new rash at the Justice Department. 
Assistant Attorney General Thurman 
Arnold, energetic head of the anti-trust 
division, has given birth to a new 
division to aid small business enter- 
prises in their relations with the Gov- 
ernment. 

Legal matters involving the anti-trust 
laws, which have plagued business ever 
since the advent of the defense program 
as well as other problems, will be made 
as simple as ABC under Mr. Arnold’s 
tutelage. 

Recruits for the new unit will in- 
clude a_ staff of business experts, 
economists, and investigators working 
under Guy Hollcomb, former Atlanta 
(Ga.) gasoline service station chain 
operator and erstwhile chairman of the 
Georgia Petroleum Commission. 

xk kk 

MR. ARNOLD already has assured 
business groups that they need have no 
fear of running afoul of anti-monopoly 
laws when they get together under 
government auspices to work out sim- 
plification and standardization programs 
in the interest of national “defense. 
Because of the green light given by the 
anti-trust division, manufacturers and 
retailers, for example, don’t have to 
worry about any restraint-of-trade 
stigma while discussing the proposed 
reduction of sizes, styles, etc., as a 


conservation measure. 

“In my view,” Mr. Arnold says, “con- 
tinued adherence to the specific pur- 
pose of simplification will not raise any 
question under the Federal anti-trust 
laws.” 
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By L. W. MOFFETT 


Washington Representative 
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ANOTHER EFFORT to save small 
business from the clutches of the 
riorities system is being promoted by 
Bre Taylor, Washington counsel for 
the National Association of Retail 
Grocers. One or two small meetings, 
described as exploratory, have reviewed 
these subjects: The impact of the 
priorities upon manufacturers and 
distributors; whether it is possible to 
organize a _ representative business 
group blessed with comparable _politi- 
cal recognition accorded labor and 
farm blocs; and what, if anything, can 
be done to offset government hostility 
toward trade associations. 

Sponsors have been represented as 
feeling that they can edge into the 
defense picture as crusaders for dis- 
tributors who will feel the pinch of 
government priorities and for manu- 
facturers whose facilities are _ ill- 
adapted even to indirect defense pro- 
duction. 

x *k * 

THE NEW DEALERS are frank- 
ly worried about the political repercus- 
sions likely to stem from the priorities 
policy. The creation of the new small 
business unit in the Justice Department 
is one step undertaken by the Adminis- 
tration to emphasize its continued 
solicitude for small business in the face 
of severe hardships just around the 
corner. Then, too, the White House 
looks to the newly-created Supplies 
Priorities and Allocations Board—SPAB 
for short—to bring order out of chaos 
in handling the tough job of satisfying 
defense requirements without driving 
too many non-defense industries to the 
wall. 

Just how SPAB proposed to cushion 










the shock of the priorities system is 
not known but in its first public state- 
ment, the board sets forth this vague 
doctrine: 

“Production shall be stimulated and 
organized to the limit of the Nation’s 
resources. Every available man and 
machine must be employed either on 
direct defense requirements or at work 
essential to the civilian economy .. . 
Defense comes first Civilian 
economy must be striped of non-essen- 
tials but it must be kept in good run- 
ning order and in more than standby 
condition.” 

° xk @ f 

IN ITS ESSENTIAL FEA- 
TURES, President Roosevelt’s third 
shake-up of Government defense ma- 
chinery—through which SPAB_ was 
born—represents a victory for New 
Dealers and a set-back for businessmen 
who 15 months ago were drafted by 
the Administration to get the defense 
program under way. 

Emerging as top men in the reshuffle 
are Leon Henderson and Donald Nel- 
son. 

OPACS, which Mr. Henderson headed, 
becomes OPA and loses its jurisdiction 
over civilian priorities, But Mr. Hen- 
derson continues as czar of non-defense 
allocation by being named director of 
a new OPM division of civilian alloca- 
tion. He was also named a member of 
SPAB and automatically became ad- 
ministrator of OPA. 

ee 2a 

MR. NELSON, former OPM direc- 
tor of purchases,- Becomes the new 
OPM director of priorities, and execu- 
tive director of SPAB. To the extent 

(Continued on page 88) 
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You still have time to enter the 


September Idea Contest. Clos- 

ing date September 22nd. See 

full details in September 4th 
issue of Harpware Ace. 
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Keep the Ideas Coming! 


3 hon the last 


few weeks you members have 
really been sending in some fine 
ideas. All of them are going to 
be published and will <ppear on 
these pages in the very near future. 
And, if you other members don’t 
find these useful and applicable 
in your stores, we'll miss our 
guess. 

After all that is the purpose of 
this organization and we are anx- 
ious to have every member become 
a contributor to these pages. 


Several Ways 
to Take Part 


You can become an active con- 
tributing member by sending in an 
idea which you have used in your 
store and which has been success- 
ful in doing any number of things. 
It may be something you used in 
the window that stopped people, 
a display in the store that sold 
merchandise, or a show card that 
increased sales. It could have 
been a selling sentence that in- 
duced the customers to buy a 
larger quantity, something that 
enabled you to reduce expenses 
and operating costs, or something 
that helped move old merchandise. 

The field is wide open. And 
don’t think that your idea may not 
have a chance—we assure you it 
will. Some successful ideas are so 
simple that we naturally believed 
that everyone else had thought of 
them, and we are surprised to 
learn how few actually have con- 
sidered them. 

One of the best fea- 
tures of these ideas is 
that you receive $1.00 





for every one used. This really 
makes it worth while. After all, 
we can all use a spare dollar and 
it would be really patriotic to buy 
a defense stamp with the prize 
money, provided you do not have 
some better place for it. 

Every month, there is the regu- 
lar contest calling for the best 
ideas in answer to a question that 
one of the members has submitted 
for discussion. These questions 
are selected from the large num- 
ber submitted on the registration 
cards. 

By taking part in this event you 
can really go after the big prize 





money. 
a little more work and study in 


Of course this requires 


some cases. But it is worth while 
and a large number of the mem- 
bers are regularly sending in their 
answers on these interesting sub- 
jects. 


We’re Delighted With 
Your Response 


Membership applications are 
still coming in. Not in as large 
a number as at first, but in a 
steady, regular stream, indicating 
to us that more and more employ- 
ees are becoming interested and 
will shortly take part in club ac- 
tivities. 





The Winners of the 
August Idea Contest 


The editors of HARDWARE AGE, acting as judges, 
have selectéd the following first, second, and third prize 
winners of the August Idea Contest, which called for 


answers to the question: 


“What Unusual Ideas Have You Used to 
Attract More Customers to Your Store?” 


FIRST PRIZE—$5.00 
Won by 
FERN WASHBURN, 
Reed & Gross Hardware, 
Shinglehouse, Pa. 


ss @f € 


One thing we have done to at- 
tract more customers to our store 
is to print and mail postal cards 
to the people in the district an- 
nouncing the arrival of new mer- 
chandise. We have also found it a 
good idea to have our advertising 


in the local weekly paper carry 
the same merchandise as that dis- 
played in our windows at the time. 





FERN WASHBURN 
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SECOND PRIZE—$3.00 
Won by 
LEON KASPER, 
Emil J. Skalicky Hardware, 
Jackson, Mich. 


S- &.'¢ 


During the past few weeks we 
have been visiting the different 
threshing crews around here pass- 
ing out some sort of cold beverage 
to the workers and also the 
women folks about the place. Now 
in the large sedan which we use 
for a delivery truck, we have dif- 
ferent major items displayed for 
these folks to see. The beverage is 
dispensed from this portable show 
room. We do not attempt to give 


LEON KASPER 


a sales talk but simply state that 
we represent the hardware com- 
pany. This has brought many new 
faces into our store and the old 
ones’ more often. 


THIRD PRIZE—$2.00 
Won by 
STANLEY SAFIER, 


Yellow Front Hardware Co, 
Baltimore, Md. 


* * * 


In order to increase store traffic 
and rid ourselves of some old 
stock, I introduced our “Name 




















Your Own Price Sale.” A promi- 
nent spot in the store was selected 
for this display of old time chis- 
els, plane bits, auger bits and 
other merchandise. A large show 
card over these tables informed 
customers what was going on. 
The sale was a great success for 
it produced a profit of approxi- 
mately $65 from the merchandise 
that would otherwise have been 
thrown out. Real, honest values 
were offered and the customers 
who could use the items were able 
to secure them at reasonable 
prices. The sale attracted a large 
number of people and for weeks 


Win extra money by taking 

part in the October Idea Con- 

test. Full details on these 

pages in the October 2nd issue 
of Harpware AcE. 





STANLEY SAFIER 


after elimination of all the stock 
people were coming into the store 
asking if any more of the tools 
were obtainable. 





Honorable Mention 


The judges award the rating of Honorable Mention and a pay- 
ment of $1.00 to the following contestants whose entries, though 
not winning one of the major prizes, were considered worthy of 


publication. 


M. M. STINSON, Fowler 
Hardware Co., Hatties- 
burg, Miss., writes: 


We succeeded ir. bringing more 
people to our store by opening a 
ladies’ gift shop in the rear. This 
attracted a large number of people 
who would not normally think of 
our store and gave us an opportu- 
nity to shew them other of our 
wares. 


~*~ * * 


SADIE SPITLER, Spitler 
Hardware, Hart, Mich., 
states: 


We have a little gift annex in 
connection with our hardware and 
we had some wind bells that 








didn’t move very fast. We changed 
their location and hung them 
right in front of the electric fan. 
Their jingle has caught the atten- 
tion of many customers with the 
result that we have sold three 
times as many as we ordinarily do. 


e& ? 2 


H. M. DOUGLAS, W. H. 
Douglas Hardware, Com- 
merce, Texas, says: 


Last September we installed a 
special school display in one of 
our 3 by 7 ft. show windows. We 
used a 24-in. marionette clown as 
our center of interest. 
He sat in the corner 
of the window with a 











































































pair of Speed King roller skates 
on his feet. He was surrounded 
with skates, pencils, pencil leads, 
lunch kits, pencil sharpeners, coal 
hods, chalk, erasers, 7-in. stove 
pipe and elbow. A show card in- 
formed the onlookers that “Joey,” 
the clown, would perform for the 
purchaser of any item shown in 
the window. For those who bought 
skates he would do a skating stunt. 
The lady in our store makes and 
operates marionettes and she was 
kept very busy during this entire 
week. 


WILLIAM STURMAN, Gre- 
schler’s, Brooklyn, N. Y., 
says: 


In the hardware and paint store 
where I work, which is located in 
a cold water flat neighborhood, we 
have had people coming in to ask 
for a good black stove paint that 
wouldn’t burn off so easily. We 
finally found a suitable product 
purchasing 20 gal. and 500 as- 
sorted 14, 4% and 1-pt. cans. 

To sell and promote this mer- 
chandise we pul an old coal stove 
in the window one side of which 
was painted with the enamel. 
Around this we arranged a large 
display of this paint. Since that 
time it has been necessary for us 
to order another 1000 assorted 
cans of this enamel. We have 
many people who will pass five 


GOOD IDEAS PASSED ON TO 
THE Boss BENEFIT BOTH 
YOU AND THE COMPANY, .«). 
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other stores to come to us for the 
paint. It retails for 25, 45 and 75 
cents and shows a good mark-up. 
It is now a good year-round 
seller, too. 


M. SACHS, Ronald Hardware 
Co., Springfield, Ohie, 
says: 


Our store is only two months 
old so we eagerly read your new 
ideas for increasing sales. We 
think we have one and hope for 
more. Our tables have three 
shelves. The second shelf on the 
toy table, so we discovered, is just 
the right height for the tiny tots 


YOU PAY NOTHING 
Any Retail Hardware Employee May Take Part 


up to five years. We place all pull 
toys, bright colored balls, tops, 
everything a small child delights 
in, on this particular shelf. 

When mother’s little darling 
rushes to this “self-service” shelf 
and clutches a toy in his chubby 
fist, the sale is also “clinched.” Be- 
ing mothers, very few say “no,” or 
will risk a scene with Junior, who 
will probably win in the end 
anyway. 


KUBUSTA, Turek 
Berwyn, II1., 


M. J. 
Hardware, 
says: 


A $2.50 advertisement inserted 
in a local paper, as follows— 
“Want to Give Us A Treat? Let us 
have your empty bottles, we need 
them badly”—brought us about 
18 per cent more business. Cus- 
tomers brought shopping bags and 
boxes full of empty bottles and 
when they came to the store they 
remembered that they needed 
some item and so made the pur- 
chase. Many times customers 
would call in with an order and 
tell us to pick up some empty bot- 
tles when we made the delivery. 
This stunt built considerable good 
will for the store and we were 
grateful for the bottles. 


Copy this form on a penny 
post card if more than one 


Just Register—Paste Coupon on Penny Postal Card—Mail Today form is necessary. 


REGISTRATION FORM 


HARDWARE AGE 
Retail Sales Idea Club, 
100 E. 42nd Street, New York, N. Y. 


| hereby register for membership in the Hardware Age Retail Sales Idea 
Club. | am a reader of Hardware Age and would like to take part in the activ- 
ities of this club, as often as | can. 


USE THIS 
FORM TO 
REGISTER 


Name se 
Firm St. 
oan State 


| am submitting the following question or subject as worthy material for dis- 
cussion by this organization. 
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Sidewalk demonstrations were held in front of the store 
on several Saturdays in the course of the selling season. 


Sells 37 Oil Space Heaters 


During the First Year 


ee 
Tl \ N_ outside  sales- 


man who spent his entire time call- 
ing on and following up prospects 
was mainly responsible for our 
selling 37 oil-burning space heat- 
ers the first year,” says J. D. Cole- 
man, manager of the hardware 
store of the Cold Springs Lumber 
Co., Inc. This company is located 
in Cold Springs, a community of 
approximately 2000 population on 
the Hudson River in the southeast- 
ern part of New York State. 


Contacted in Store 


“The greater number of the 
prospects for heaters were first 
contacted in the store. They ex- 
pressed some interest in the dis- 
play of this line, which consisted 
always of four or five units, or vis- 
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Outside salesman is primarily 
responsible for record of the 


Cold Springs Lumber Co., Inc. 


ited the store to see heaters as a 
result of our newspaper advertis- 
ing. 

“Quite a few prospects resulted 
from the sidewalk demonstrations 
in front of the store which were 
put on several Saturdays during 
the selling season. 

“The outside salesman was a na- 
tive of the city and was acquainted 
with most of the people in the com- 
munity and surrounding territory. 
He was young and willing to learn 
all about this line even though his 
experience in this type of selling 
had been quite as limited as had 
our own. The manufacturer gave 


us considerable help in his train- 
ing and advised us on the tech- 
nique of outside selling. 

“Most of the calls were made on 
people whom we believed to be 
good prospects for oil space heat- 
ers. Some ‘cold canvass’ calls were 
made and a considerable number 
of leads were secured from new 
purchasers of heaters.” 


Financing Plan 


A financing plan for sales of this 
merchandise was an essential fac- 
tor in building volume and prac- 
tically all sales were paid for in 
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spite of the easy terms and no re- 
possessions have been necessary. 
Some of the financed sales were 
carried by the company, especially 
those short term accounts, the bal- 
ance being turned over to a finance 
company. 


Free Trials 


“Now and then we found cus- 
tomers who had difficulty in mak- 
ing up their minds to buy,” says 
Mr. Coleman. “In such cases we 
would offer to let them try the 
heater for two days at no cost or 
obligation and in practically every 
case this practice finally resulted 
in making the sale without further 
delay. 


Popular Items 
“The most popular selling heat- 
ers were those priced at $62.50 
and $74.50. Trade-in’s were not a 


Good use is made of manufacturers’ display material in 
this heater display just inside the store’s entrance. 


this manner. A down payment of averaged from five or six months factor, for we were not much in- 
10 per cent of the price of the toa year. terested in making sales under 
heater was required and terms Risks were carefully selected in _ these conditions.” 


Equipment 


ELLEY-DULUTH CO., Duluth, 

Minn., has developed a com- 
pact platform display fixture for 
showing a wide variety of items in 
the line of fireplace equipment. 

The platform is on casters so that 
the display may be moved to various 
parts of the store at different pe- 
riods. Constructed on top of the 
platform is the main display surface 
which is approximately 10 in. above 
the platform floor. This sets back 
about 6 in. from the edge of the 
platform floor so as to leave a nar- 
row display surface around the en- 
tire unit. Andirons are shown here 
with the flexible type of fireplace 
screens and andiron sets displayed 
on end sections. 

Grate baskets, artificial fuel, fire- 
place sets, folding screens and other 
accessories are arranged in complete 
units on the main display surface. 
Approximately two complete units 
can be shown along each side. 

A narrow shelf runs the length of 
the display about 2 ft. above the 
main display surface. This shelf is 


about 15 in. wide. Wood baskets This platform display fixture occupies a space equal to that used by two 


and ether fireplace accessories are 7-ft. display tables. A wide range of merchandise is shown upon it while 
displayed upon it. casters on the base permit easy moving of the unit. 
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This demonstration unit constructed by the store staff helped the firm 


sell electric fence controls. 


The highest priced model of the four 


types carried is featured on the pole and also upon the “grass plot.” 


Portable Display Helps Sell 


Electric Fence Controls 


- year The Wit- 


ten Hardware Co., Trenton, Mo., 
sold 25 battery-operated electric 
fence control outfits and the vari- 
ous items needed for their instal- 
lation. Window display space and 
the use of an attention-compelling 
portable display in the store helped 
obtain this volume. Four models 
were offered at $18.65, $15.90, 
$13.75 and $7.95. 

MacDonald Witten, vice-presi- 
dent and manager, says, “The most 
important thing about these items 
is their high margin. The average 
sale, including accessories, runs 
from $15.00 to $25.00. This in- 
cludes a six-volt, hot-shot battery, 
lasting for from four to six months. 
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They are used chiefly for tempo- 
rary fencing around fields, hay 
stacks, etc. Some are sold on open 
account, the great majority of them 
are sold on a cash basis. For in- 
stallation the farmer needs insulat- 
ing knobs, wire clips to hold the 
handle and a spring handle for the 
gate. Then, if the farmer hasn’t 
any barbed wire, there is another 
sale.” 

The demonstration unit is on a 
platform and can be lifted for use 
in a display window. Artificial 


grass on the floor of the platform 
adds to the appearance of the unit 
while a neon tube on top of the 
sign helps to attract attention. One 
of the highest priced models is 
mounted on a post and is con- 
nected for demonstration pur- 
poses. 

“People want to test it out to 
see if it is actually operating,” 
says Mr. Witten. “When it is not 
operating we will start it running 
so that the prospect can see how 
it works.” 


Window displays also aided the 
Witten Hardware Co. in selling 
25 of them during the past year 




















HOUSEWARES—the 


A. Y merchant likes 


a department which does most of 


its business on a cash basis and 
pulls in traffic, and the chinaware 
and glassware section of the 
H. W. T. Purnell hardware store 
in Georgetown, Del., a town of 
1900, does just that. As Mr. Pur- 
nell says, “I particularly like this 
department as many of its sales 
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A view of the fine ™ 
shelving sets © 


are for cash and are made to peo- 
ple who pick up the merchandise 
themselves.” 


Special Gift Boxes 


Many of the sales are naturally 
for weddings, showers, anniver- 
saries, and parties. All giftwares 
from this and other sec- 
the department, are 
special gift 


items, 
tions of 


wrapped in 


boxes 
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which are always builders of 
good will and prestige. Open 
display tables with rounded end 
tops and glass shelving are used 
to show crystal ware and glass- 
ware. The glass shelving made of 
obsolete sizes of windshield glass 
is held by supports made of pipe 
and is covered with crepe paper. 
Better grades of dinnerware are 
shown on wall shelves, although 
some dinnerware items and odd 
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Favorite Department 


pieces are shown on built-up dis- 
play tables. Prices are plainly 
marked on each piece or set. 
Since variety is always a mag- 
net that attracts the ladies, the 
store stocks a reasonably broad 
range of dinnerware _ items. 
Thirty-two-piece American sets 


are offered at prices ranging _@) 7% Rey Shey n Py Pint wee 
from $3.50 up to $75.00, the best 4 ¥) yi a) & 





selling sets being priced at about 
$25.00. Twelve complete 66- 
piece sets in open stock patterns 
are shown and there are 12 sets, 
valued at $7.50, in stock. Six 
patterns of 32 piece, lower priced 
dinnerware are offered. Crystal- 
ware items are offered at prices 
up to $3.00 for six goblets. 

Making a big bid for sales to 
women pays dividends to Purnell’s 
but the store never neglects the 
lines primarily intended for men. 
In addition to playing up lines 
having a year ’round appeal, the 
store gives considerable attention 
to seasonal items. 





Top—Dinnerware sets and 
odd pieces of pottery are 
shown in these wall units 
while bulky and _ unusual 
articles are displayed on the 
topmost shelf of all. 


Center — This flat-topped, 
rounded end table is made 
more interesting by the use 
of a curved, modernistic 
shelf support. On the top 
are odd pieces while the 
glass shelving holds matched 
pieces. 


Bottom—This step-up unit 
effectively displays odd 
pieces of glassware and 
crystal ware as well as other 
small sized items. 
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How to Merchandise 


; is such good 


volume and worth while profit in 
the merchandising of gas and bot- 
tle gas ranges and stoves that hun- 
dreds of hardware dealers give 
them prominent display space, 
considerable advertising and at- 
tention. Since sales will run on an 
average of from about $65 to $80 
—and even higher on some models 
and types—business in these lines 
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is really worth going after in an 
aggressive manner. Many dealers 
who have been handling gas and 
bottle gas cooking equipment for 
years, and with increasing volume 
each year, could do even better 
with the addition of a few simple 
merchandising ideas. 

Figures of the Association of 
Gas Appliance and Equipment 
Manufacturers, New York City, in- 
dicate that more than 1,742,500 
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domestic units were sold in this 
country last year. Reports received 
from manufacturers representing 
50 per cent of the gas range indus- 
try reveal that ranges for bottle 
gas represented 14.8 per cent of 
the total number of gas units sold 
in 1940. So far this year sales of 
all types of gas ranges and stoves 
have shown an increase over last 
year. 

For the benefit of the hardware 
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Gas Stoves and Ranges 


Good volume and excellent profits 


make this line well worth going 


after right now since sales of both 


stoves and ranges are increasing 


By KENNETH A. HEALE 


Associate Editor 
of Hardware Age 


dealer who wants to do a better 
selling job on gas cooking equip- 
ment HARDWARE AGE presents a 
number of tested selling ideas. 


Here’s How to Sell ’Em! 


1—Have home demonstration 
bottle gas units. 


Bottle gas ranges and stoves can 
be effectively demonstrated in the 
home, as proven by many hard- 
ware stores. An Ohio concern has 
six small stove units for home 
demonstrations, bottle gas being 
supplied to the prospect for a free 
demonstration period of several 
days. After the stove has been in 
the prospect’s kitchen for a rea- 
sonable length of time, the sales- 
man tries to close the sale. 


2—Demonstrate in the store. 


Whether a dealer goes after bot- 
tle gas range sales or sales to those 
having gas main service he will 
find store demonstrations to be 
effective merchandising helps. Hav- 
ing at least one unit hooked up for 
demonstration as to the flame’s 
heat and the range’s cooking fea- 
tures is always a good sales aid. 
This permits both the dealer and 
his salesmen to prove various sales 
points. 
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3—Have window demonstra- 


tions. 


A Pennsylvania hardware store, 
which makes a determined effort 
to sell the higher priced stoves and 
ranges, sometimes has cooking 
demonstrations in one of its show 
windows. Manufacturers’ display 
material and other explanatory 
material is shown. A woman in 
white prepares and cooks various 


“Some dealers promise no reward 

but always give their informant 

some merchandise of reasonable 
but not great value.” 


foods right in the window. This 
idea is always a good attention- 
getter. 


4—Quote prices including in- 
stallation. 

A Wisconsin dealer handling bot- 
tle bottle gas ranges and bottle gas 
units says, “All of our ranges are 
priced installed.” When a bottle 
gas job is sold and the customer 
knows that the price includes in- 
stallation good will results. Many 
people sold on high-priced major 
appliances requiring installation 
will resent mention of the extra 
charge, even though it is a rela- 
tively small amount in comparison 
with the total cost of the range or 
stove. 


5—Offer a reward for leads. 


When a customer using a range 
purchased from your store knows 
that she will receive some reward 
for leads resulting in sales, she is 
surely going to try to give you 
good tips as to prospects. Some 
dealers promise no reward but 
always give their informant some 
merchandise of reasonable but not 
great value. Other dealers offer a 
flat sum of money as an incentive, 
the amount varying according to 
the value of the range. Some 
dealers handling bottle gas ranges 
give one free bottle of gas to a 
user whose lead results in a sale. 
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6—Handle bottle gas. 


The dealer selling bottle gas 
ranges is missing a good bet if he 
neglects to handle bottle gas. While 


some dealers will deliver gas. 


“When we learn of such cases we 
promptly send the service man to 
the customer’s home.” 


others insist that the customer pick 
it up himself, the purpose being 


to build traffic. 


7—Have a separate appliance 
department. 

Some dealers display major ap- 
pliances—oil, gas and electric in 
annex stores or in a separate room. 
A mid-western hardware 
with basement appliance display 
room, shows a few major units on 
the main floor close to the door- 
way. The stairway is brightly 
lighted to encourage those “just 
looking around” to go down to the 
appliance department. Signs on 
the staircase call attention to the 
appliance department. A landing. 
clearly visible from the main floor, 
is also utilized for the display of 
some major appliance items, dif- 
ferent types of units being shown 
from time to time. 


store, 


&8—Employ outside salesmen. 


Many hardware dealers find out- 
side salesmen, whether going out 
on cold canvasses or following up 
store developed leads, are very 
effective in the sale of stoves and 
ranges. Regardless of the type of 
compensation offered the outside 
salesman, such men will often com- 
plete sales that an inside salesman 
could not successfully make. A 
Wisconsin hardware dealer, em- 
ploying outside salesmen, insists 
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that they find out from prospects 
just what home management prob- 
lems are particularly perplexing so 
that the right types of appliances 
may be suggested to solve those 
problems. 


9—Permit “easy payment” 
plans. 


Subject to present conditions, 
the ability of the customer to pay 
and the possibility of the customer 
being called for selective service, 
time payments are always a draw- 
ing card in the sale of major ap- 
pliances. A dealer offering deferred 
payments, whether called “easy 
payments” or under some other 
designation, has a selling point 
appealing to many people even 
though they are in position to pay 
cash. Whether or not paper is 
financed by the dealer it is often to 
his advantage to insist that pay- 
ments be made at the store. Such 
a policy builds traffic which will 
help in making many additional 
sales. Then, too, the dealer will 
constantly know whether or not 
the customer has any real or im- 
agined complaint about the mer- 
chandise. 


10—Answer service calls 
promptly. 


Hardware dealers who install 
and service cooking equipment, re- 
gardless of its type, would do well 
to be certain that service calls are 
promptly answered. A  Pennsy]l- 
vania dealer, following this pro- 
cedure goes even further. He says, 
“Customers visiting the store will 
sometimes remark that a neighbor, 
who bought a range or stove, is 
having difficulty with the equip- 
ment. When we learn of such cases 
we promptly send the service man 
to the customer’s home.” 


11—Conduct cooking demon- 
strations. 


Cooking demonstrations right in 
the store attract the ladies of a 
small eastern town to that con- 
cern’s show room. Says the dealer. 
“We have used cooking school 
methods at various times. From a 
sales standpoint this has worked 
satisfactorily. The last of these 
cooking demonstrations staged re- 
cently resulted in the sale of three 
ranges and gave us a list of more 


than 50 live prospects.” And the 
store is located in a town of but 
4000 population. An lowa dealer 
held a demonstration and offered 
free refreshments, calling the event 
a “Stove Circus.” The store ad- 
vertised the event and provided 
souvenirs for youngsters and for 
the ladies. A “talking stove,” in 
which was concealed a loud speak- 
er, broadcast features of that 
model as well as other models. 
The voice came over a_ line 
running from the back of the 
store. Besides cooking hints and 
emphasis on various features, the 
“talking stove” also gave forth 
songs, “wise cracks” and humor- 
ous stories. 


12—Check with Cupid. 


When some dealers learn of the 
setting of a wedding date they 
immediately visit the bride-to-be 
and invite inspection of stoves, 
ranges and other household equip- 
ment. This is best done by con- 
stantly checking the local bureau 
issuing such licenses. Checking 
with real estate agencies is another 
good source of such information. 
since the dealer who first calls at- 
tention to his lines of cooking 
equipment is often the man who 
makes the sale. 


13—Have a model kitchen. 


Many dealers maintain model 
kitchen setups, changing the stove 


“When some dealers learn of the 
setting of a wedding date they 
immediately visit the home of 
the bride-to-be and invite in- 
spection of stoves and ranges.” 


from time to time—sometimes 

showing gas ranges, at other times 

featuring an electric range. What- 
(Continued on page 118) 
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Bridgeport, 
Conn. 











DEALER DRAMA 
Cast of Characters: 
Henry Purvis, hardware dealer 


Joe Blossom, a freckled-faced coun- 
try lad in overalls, 
and 

Jack Jones, his city cousin 


eS s+. * 


MR. PURVIS: Hello, fellows. What 
is it today? 

JOE: We both want a box of 
Kleanbore .22’s, Mr. Purvis. 


MR. PURVIS: O.K. Kleanbore Hi- 
Speed or New and Improved? ... 
The difference? Well, shoot 
Kleanbore Hi-Speed for tops in 
power, New and Improved for 
medium speed and bang-up ac- 
curacy. 


JOE: Gimme Kleanbore Hi-Speed. 
There’s an old crow and a couple 
of weasels I want a shot at. 


MR. PURVIS: Right. Yours, Jack? 


JACK: I’m just goin’ plinkin’. 
What should I use for that? 


MR. PURVIS: New and Improved 
is what you need, young man... 
Thanks, boys. Come in again. 
I’ve got plenty of both kinds. of 
Kleanbore .22’s, for any kind of 
shooting you want to do! 


( Advertisement ) 
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HARVEST MOCK) 


There’s a tang in the air. Here and 
there, a few red leaves are already an- 
nouncing the arrival of Fall. People be- 
gin to take stock of their immediate 
needs for cooler weather, to look ahead 
to Autumn’s sports and recreation. 


To a large group of people the harvest 
moon has a special significance —it means 
hunting is here again! To them, cool, 
hazy days will bring the fun of shooting 
in the frosty air, the pleasure of taking 
a good game bag home for the table. 


For the dealer, too, this is a harvest 
moon—a moon under which he can reap 
a harvest of sales for guns and ammuni- 
tion. It pays to display accessory items 
at the same time as aids for the man who 
is getting ready for Fall—gun oil, hunt- 


ing clothes and boots, waterproofing 


compounds, decoys, hunting knives and 
camping equipment. 


The boys also will be shooting more, 
so display your .22 rifles and ammunition 
. . . Cooler nights, the nip in the air, 
the yellow harvest moon all work together 
to sell for the dealer who stocks and dis- 
plays a complete line of guns, ammuni- 
tion and accessories early in the Fall. 




















“‘Kleanbore,’’ ‘‘Hi-Speed,’’ ‘‘Nitro Express,"’ “‘Shur Shot’’ 
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IT LOOKS LIKE A GREAT 


Game is plentiful this Fall. 
A sixty-day duck hunting 
season has been announced. 
The air promises to be full 
of the whirr of wings, as 
ducks and geese begin theire 
migratory flights. It looks 
like the Fall shot-shell sell- 
ing season would really ring 
dealers’ cash registers. 
Remington is doing its 
part to help you sell shot 
shells this year, as in the 
past. Color and black and 
white advertisements in out- 
door publications, and black 


“Wet Proof’ are Reg. U. 8S. Pat. Off. by Remington Arms Co., 


FALL FOR SHOT SHELLS! 

and white ads in farm 
papers will point out the 
extra power of Nitro Ex- 
press shells, the dependabil- 
ity of Shur Shot shells. The 
Wet-Proof construction, the 
Kleanbore priming of both 
will also be mentioned. Dis- 
play Nitro Express and Shur 
Shot shells prominently, so 
shooters will know you carry 
them. Fhey’ll already be 
aware of their good points, 
thanks to the volume of Fall 
advertising featuring these 
outstanding shells. 


Bridgeport, Conn 














Model Airplane Stocks 
a Magnet for Customers 
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The Samuel Meyer Hardware, Little 





‘ IKE many othe 


hardware stores in smaller com- 
munities, the Samuel Meyer Hard- 
ware of Little Falls, N. Ts finds 
it profitable to really go after 
business with model airplane fans. 
Little Falls, a town of 6000. is 
within commuting range of New 
York City and a number of indus- 
trial centers having large retail 
outlets, yet, despite these facts. 
the store’s complete stock has even 
attracted mail orders from cities 
10 miles away. When a dealer is 
after the business of hobby fans 
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Falls, N. J., keeps various types of 
model kits in the public eye and 
keeps pushing them at all times 


he is naturally anxious to sell the 


higher units of sale to them, but 
he must also have the lower-priced 
hobby accessories, in order to at- 
tract the youngster who thinks in 
terms of nickels and dimes. 


The department is in the rea: 
of the store near the cash regis- 
ter. so that most people making 
purchases are made aware of the 
complete model ‘plane stock of- 


(Continued on page 121) 
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“AMCO’S” SERVICE 








“Amco” All-Weather Manila Rope out-performs, 
outlasts ordinary rope on even the toughest jobs. 
It gives rope users lower cost service. Customers 
keep coming back with repeat orders that boost 
your rope volume .. . profitable volume, too. 
**Amco” costs no more than any other first-grade 
rope and carries full dealer mark-up. “Amco” is 
more than just “another” rope. It’s a business- 
making specialty that you can count on for in- 
creased rope sales. In every-day work ‘““Amco” is 
proving the claims we make for it. It will prove 
itself on your books. 


A trial stock of ‘““Amco” can be put in at a very 
moderate investment. If your jobber cannot sup- 
ply you, write direct. 


AMERICAN MANUFACTURING COMPANY 
Noble and West Sts., Brooklyn, N. Y. 
Western factory — ST. LOUIS CORDAGE MILLS, St. Louis, Mo. 


Boston Baltimore Philadelphia Chicago New Orleans Houston 


AMCO 
cl) -wecfher trected MANILA ROPE 


What's Different About “AMCO” ROPE? 


It's the cordage solution that’s different! Ne absorb water, it remains flexible, even in 
tar, graphite, nor creosote is used. ‘‘Amco's’ freezing weather Ameo" solution is non- 
exclusive cordage solution prevents rot and mil- evaporating and will not wash away. That's 
dew. Because “‘Amco'’ Rope does not readily why ‘“‘Ameo’’ Rope lasts longer 


VY LOOK FOR THE RED AND GREEN MARKERS 
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\ ‘= sirens, 


clanging bells and the roar of fire 
engines have disturbed your sleep 
in the past and will undoubtedly 
do so again on future nights. 
After you have determined the fire 
is not in your immediate neigh- 
borhood nor on or near your busi- 
ness premises you may, like mil- 
lions of others, forget the entire 
incident and think that you, your 
household and business associates 
are careful. But are any of you 
careful enough? It is because so 
many good citizens figure that fire 
prevention is for the ether fellow 
that Fire Prevention Week is ob- 
served each year. It is intended 
to make more people give greater 
thought to fire prevention—in 
their homes and business places. 
This year’s event, the 30th annual 
observance will be held from Sun- 
day, October 5, to Saturday, Octo- 
ber 11, inclusive. 

It is estimated that fire losses 
for 1940, in this country, were 
$306,469,000, a decline of some 
$4,000,000 from 1939, despite the 
fact that the general trend has 
been upward for many years, with 
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October 5-11 are the dates and 
hardware dealers who help pro- 
mote its observance will find 
rewards in good will and sales 


only several exceptions in the past 
decade. Putting it another way. 
The National Board of Fire Under- 
writers states that ,fire losses in 
“three years such as 1940 would 
have paid for the entire mainte- 
nance of the Navy last year and 
that there would have been enough 














“Get your employees to comb the 
store, warehouse, office and display 
rooms for fire hazards.” 





left to buy a heavy cruiser.” The 
total fire losses in 1940, accord- 
ing to the board would have paid 
for the purchase of 45 cruisers for 
the United States Navy, a real col- 
lection of cruisers in any nation’s 
fleet. 

Bearing in mind the fact that 
many fires of today have a direct 
effect on opr defense program, 
whether they be of incendiary or 
accidental origin, give thought to 
ways and means of promoting fire 
prevention in your community, 
home and place of business. One 
man or one firm alone cannot do 
the job in your community. Every 
man can and should give sugges- 
tions to his community, family 
and associates as to the elimina- 
tion of fire hazards. 

The hardwareman who tries to 
sell the idea of Fire Prevention 
Week solely as a means of selling 
merchandise will not make much 
progress. However, anything he 


HARDWARE AGE 

















does to promote a real observance 
of the week will help his business. 
Remember there may even be fire 
hazards in homes, business houses 
and public buildings which were 
originally conducted in accord 
with insurance company and gov- 
ernmental regulations. These haz- 
ards may not have existed when 
the buildings were first insured 
but may have developed since the 
most recent inspection. 

Here are some ideas hardware- 
men should consider in _ their 
homes, stores, offices, warehouses 
and communities, with the help of 
others: 


1—Know your local fire statistics 


Statistics can be interesting if 
properly presented. Get data on 
fire losses in your community and 
publicize them in terms of im- 
provements needed. If you can 
show that local fire losses over a 
given period of time were equal to 
or greater than the cost of needed 
local improvements you can more 
clearly emphasize the tremendous 
waste caused by conflagrations. 
Compare in some other fashion the 
per capita losses in your com- 
munity with those for the entire 
country. 


2—Chéck your store’s safety 


Get your employees to comb the 
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* not available. 


store, warehouse, office or display 
rooms of your company for pos- 
sible fire hazards. Be thorough 
about this inspection and encour- 
age your associates to assume the 
same attitude. Despite observance 
of fire laws and regulations, there 
is always opportunity to make a 
place safer. The use of cigarettes, 








“Considerable rubbish could and 

should be cleaned out. Boy Scout 

troops are good sources for co- 
operation in such programs.” 


cigars and pipes and the disposal 
of the butts, matches, etc., is an 
important factor in fire preven- 
tion. The storage and disposal of 
waste materials is also a problem. 

Complete hardware store fire 
records for the entire country are 
However, startling 
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figures on 60 hardware store fires, 
in this country, are provided by 
the Department of Fire Record, 
National Fire Protection Associa- 
tion, Boston, Mass. Twenty-one of 
the reported fires caused losses in 
excess of $5,000 and 12 of the 
stores suffered losses of $50,000 
or more. Fire losses for these 
stores would, if paid for on a 
weekly, basis over a period of one 
year, equal sums of more than 
$96.15 to well over $961.50—real 
money any way you look at it. 
The association states, “The latest 
figures on mercantile property, in- 
cluding hardware stores, are those 
appearing each year in our Oc- 
tober Quarterly. In the October, 
1940 Quarterly, there were ap- 
proximately 43,500 fires in mer- 
cantile properties (of all types) 
with a loss of about $41,000,000 in 
the year 1939, the last year for 
which figures are available.” 


3—Look over your own home 


Your own home may have fire 
hazards including improper re- 
ceptacles for trash, ashes or clean- 
ing fluids, worn electric wiring or 
cords, blocked exits, faulty flues. 
poorly maintained fire extinguish- 
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ers (or none at all), leaky gas jets. 
heating or cooking equipment 
needing repair, etc. After you 
have checked your own home you 
may have some good suggestions 
to pass along to customers, show- 
ing them that you practice what 
you preach. 


4—Install extinguishers in home 
and store 

The average fire can be checked 
before it reaches serious propor- 


tions by immediate and effective 


use of the right kind of fire ex- 
tinguishers. Know your extinguish- 
ers and their purposes, types and 
use. Whether or not you find it 
practical to handle all types, at 
least have circular matter on the 
various kinds. Units for use in 
different types of fires are: A— 
fires in ordinary combustible ma- 
terials such as wood, paper, tex- 
tiles, etc., for which the cooling 
and quenching effect of water is 
essential. Recommended are the 
chemical solution (soda-acid), 
foam, loaded stream, anti-freeze 
solution types of extinguishers. 
B—fires in inflammable liquids 
such as gasoline, oils, greases, 
paints, etc., for which a smother- 
ing effect is desirable. Recom- 
mended units are the foam, loaded 
stream, vaporizing liquid and car- 
bon dioxide extinguishers. C 
to fight fires in live electrical 
equipment for which non-conduct- 
ing extinguishing agents are es- 
sential. Recommended are _ the 
vaporizing liquid and carbon di- 
oxide types of extinguishers. 


5—Provide extinguisher 
maintenance service 


Although many homeowners 
and maintenance men are capable 
of inspecting and caring for ex- 
tinguishers they do not want to do 
the work. All extinguishers should 
be inspected annually. Some need 
servicing after fires. If a hard- 
ware dealer does not already offer 
such service, announcement of it 
during or prior to Fire Prevention 
Week is a good tie-in with the 
event. 


6—Display fire prevention 
equipment 


Give some window display 
space, both before and during 
Fire Prevention Week to this type 
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of equipment. This gives the 
dealer legitimate opportunity to 
show waste containers, safety oil 
cans, illustrations of fire doors, 
fusible link closers, hose, ete. How- 
ever, it would be well to supple- 
ment such display with fire fight- 
ing equipment borrowed from 
local fire companies. Fire helmets, 
boots, safety nets, and similar ar- 
ticles would be appropriate. 


7—Exhibit fire pictures, etc. 


Part of a window could well be 
devoted to pictures of fires and 
the results occasioned by them. If 
scenes from local or nearby fires 
could be used, the lesson taught by 














“Local firemen could be induced 

to put on a demonstration. Res- 

cue work, first aid, etc., would also 
be appropriate angles.” 


such clippings would be _partic- 
ularly effective. If some burned 


household effects, clothing, etc., . 


from actual fires could be obtained 
for display with statistical data 
you would really have a startling 
exhibit. 


8—Get school cooperation 


With other merchants, whole- 
salers or manufacturers, the hard- 
wareman can give fire prevention 
a real boost by advocating essay 
contests on the subject among 
children, Girl Scouts and Boy 
Scouts, ete. 


9—Advocate a clean up campaign 


If a clean up campaign is 
started in your community in con- 
nection with Fire Prevention Week 
many fire hazards will be elimi- 
nated. There are few communities 
which do not have some lots, 
dumping grounds, railroad yards, 


abandoned homes or plants which 
have considerable rubbish which 
could and should be cleaned out. 
Boy Scout troops are .particularly 
good sources for cooperation in 
such programs. 


10—Circularize your territory 


To help Fire Prevention Week 
observance in your community, 
send with your monthly state- 
ments, or to your full mailing list, 
a brief resumé of the purposes of 
the event. Without trying to sell 
merchandise or services, tell of the 
fire losses in your community and 
emphasize the need, particularly 
during these times and the respon- 
sibility of citizens, to greatly re. 
duce fire losses and to eliminate 
fire hazards. 


11—Help promote a parade 


Most communities have hun- 
dreds of people who enjoy pe- 
rades. Sometime during Fire 
Prevention Week a local parade, 
having as its theme the purpose 
of the week, would be a very ef- 
fective weapon for calling atten- 
tion to fire losses. Such an event 
could be jointly sponsored by civic 
and business associations, Boy 
Scouts, schools, etc. 


12—-Seek a fireman’s 
demonstration 


With encouragement from hard- 
ware and other business men in a 
community, local firemen could be 
induced to put on a demonstration 
of fire-fighting equipment used for 
different types of blazes. Rescue 
work, first aid, etc., would also be 
appropriate angles to play. 


13—Obtain Fire Prevention 
Week posters 


The Fire Prevention Week 
poster always helps attract atten- 
tion to the campaign when dis- 
played in your store or elsewhere. 
These are available, as well as 
other bits of ammunition for a 
campaign, from the Safety Re- 
search Institute, 420 Lexington 
Ave., New York City; National 
Fire Protection Association, 60 
Batterymarch St., Boston, Mass., 
and the National Board of Fire 
Underwriters, 85 John St., New 
York City, insurance companies 
and agents. 
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HELP DEFEND AMERICA | 


against the ravages of 


industrial fires 


R-W AUTOMATIC 
FIRE DOOR EQUIPMENT 
is the first line of defense 


OTECTION against the rav- 

ages of industrial fires has 

become a vital part of national 
defense. 

Approved R-W Automatic Fire 
Door Equipment is playing an im- 
portant part in that defense. This 
is the equipment that is sure—it 
cannot fail—has saved millions of 
dollars worth of property. 

No fire can get through these 
heavy corrugated galvanized 
sheets with the extra protection of 
sheet-asbestos between. And the 


automatic closing of the door 
provided by R-W equipment is 
absolutely sure . . . a fusible link 
melts at any set temperature. 
Lowers Insurance 

No maintenance cost. Guaran- 
teed for 25 years. Buildings so 
equipped earn substantial reduc- 
tions in fire insurance rates. The 
R-W line also includes tinclad Fire 
Doors, Flush Surface Steel Fire 
Doors and fire door equipment for 
any size and all types of doors. 
Write for catalog today. 


1880 ¢ SIXTY-ONE YEARS ¢ 1941 





Richards-Wilcox Mfg. ©. 


AURORA, ILLINOIS, U.S.A. 
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Part 6 


Goo design, a well- 


chosen color scheme, correct word- 
ing and skillful lettering are the 
qualities which, taken together, 
should be a part of every show 
card. Good design is the most im- 
portant and skillful lettering is the 
least important. 

As a beginner in making show 
cards you will do well to confine 
yourself to the use of a few simple, 
proven basic designs, adding new 
ones as your skill improves. 

The accompanying illustrations 
show five simple basic designs with 
several adaptations of each. Many 
more variations of these designs 
may be figured out with a little 
thought and practice. You may 
also take any good show card, find 
its basic design, and then make up 
your own interpretation just as 
shown in the illustrations. 














The above designs — 

are suitable for | ‘BULL'S EYE” 
“Dollar Day” cards | You CAN VARY 
or for cards of pose & SIZE 
that general type. | OF CIRCLE & PANEL 
The panel may be 


f diff 
air eet oz. im CHAI NS 

















Another variation for sale card 
use. The position of the bulls- 
eye or circle and the panel may 
be varied to suit the designer 
and the size may be changed to 
suit the needs of the situation. 
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The importance of good 
design in show cards 





What qualities must a good de- 
sign possess? Every card should 
have balance, legibility and adver- 
tising value as minimum require- 
ments. 

By balance we mean that the 
various parts of the card offset 
each other when weighed on the 
artistic scale. Position, color, and 
size of the parts influence balance. 
Your eye will be the judge. 

To be legible the wording must 
be concise and the letter style sim- 
ple so the customer may read your 
advertising message at a glance. 
Proper selection of a color scheme 
is very important in making a card 
easy to read. 

Since you are in business to sell 
goods, a card must possess the 
power to stimulate the -desire of 
the customer to buy. A good card 
must have advertising value. 


| FOR MAY oe 
DIFFERENT 














7“; 
Here are a number 


of cards designed 
APPR. SPACE : in panel form and 
USED ov PRICE adaptable for use 
TICKET. A SIMPLE during sales. Name 


of refrigerator 
reoe PRKE may be inserted 
CARDS. in card at left. 














The cards at the left show 
the appropriate amount of 
space to be used on price 
tickets. Those shown at the 
right contain a simple de- 
sign for large price cards. 
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LIGHTING EQUIPMENT WINDOW 


Merchandise: Feature a mass display of lamp bulbs and show electric floor and 
table lamps, kerosene floor and table lamps, gasoline table lamps and lanterns, lamp 
shades, mantles, lamp chimneys, generators, pressure pumps, cord sets, fuses, plugs, 
sockets, double outlets, etc. 

Background: Center panel of light brown corrugated board, crepe paper or wall- 
board nainted. Side panels of amber material. Letters on center panels in amber. 








WINDOWS THAT REMIND | 


M... of your cus- 


tomers are looking forward to the 
job of getting ready for winter. 
There is much to do around the 
home, apartment and farm in or- 
der to prepare for this season and 
many sales will be made through 
well planned window and _ table 
displays that remind people of 
things they must do and materials 
they will need. 


Lamp Bulbs 
Days are gradually getting 
shorter which means that more ar- 
tificial lights will be in use. Drive 
home the dangers of improper 
lighting in the home along with 
the window display of better 
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lighting material. Devote an en- 
tire table to showing lamps. Ar- 
range mass displays of 25, 40, 50 
and 60-watt bulbs on the ends. Let 
people know that you have the 
stock and the variety and make it 
easy for them to buy. 

Rearrange and clean this table 
and also the electrical supply table 
which should be located near it. 
See that bins are full and that the 
stock is complete. 

This is the time to arrange a 
table of kerosene, gasoline and 
electric table and and floor lamps 
if you carry them. The floor lamps 
can be displayed back of the table 
while the table lamps can be 
shown on the table itself. Show 
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some of the lamps on small cor- 
rugated board pedestals to secure 
some variety in the arrangement. 
Where a large stock of floor lamps 
must be shown arrange the mer- 
chandise on a platform along the 
wall or in the center of the store. 
It is important that all items be 
plainly priced and large tags wi'l 
serve nicely. 


Better Light-Better 
Sight Campaign 

Every year the Better Light-Bet- 
ter Sight Bureau, 420 Lexington 
Avenue, New York, N. Y., spon- 
sors the nationwide campaign to 
inform people of the dangers of 
poor lighting. Effective window 
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WINTER HARDWARE NEEDS 


Merchandise: Storm doors, stove pipe, furnace pipe, dampers, stove pipe wire, coal 
hods, shovels, roofing, furnace and stove cement, patching plaster, axes, buck saws, 
trowels, rules, hand saws, sledges, wedges, saw sets, window ventilators, weather 
strip, vise, hammers, hatchet, hand axe, calking and calking guns, sharpening stones. 

Background: Center panel of light brown corrugated board, crepe paper or wall- 
board painted. Side panels of amber material. Cut-out letters in vermilion. 


D | CUSTOMERS of THINGS to DO 


inal 





Window Display IDEAS 


display, advertising and educa- 
tional material is available from 
this organization at nominal cost. 
Complete details will be sent in- 
terested merchants if they will 
write this organization. 


Storm Doors 


A large number of your cus- 
tomers soon will be interested in 
storm doors. Display them on a 
platform along the wall and, if it 
is possible, support them so they 
can be swung back and forth. An- 
other stunt that will bring extra 
sales is to equip the doors with 
suitable hardware and stain each 
in a different finish. Finished 
doors will appear to be a better 
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value than the unfinished articles 
which are usually dirty and 
marked with fingerprints. Since 
doors are priced unfinished, the 
salesman can discuss finishing 
materials and also can make sug- 
gestions for hardware all which 
mean extra sales. 

Stove and furnace pipe should 
be shown in mass quantities for the 
best results. Arrange several dozen 
joints of each on a platform. It 
is best to display only one size of 
pipe in the mass display. The pri- 
mary purpose of this arrangemeni 
is to bring this merchandise to the 
customers’ attention and it is not 
a display from which to sell. Use 
a large show card to emphasize 


the price, but also give prices in 
smaller letters of all other sizes 
carried. Don’t hesitate to price 
your pipe in the same manner as 
competition so that prices will be 


comparable. 


Hardware Table 

Arrange at this time a hardware 
table featuring the smaller items 
shown in the “Winter Hardware 
Needs” window. Suggested mass 
displays for the ends of such a 
table might be window ventilators, 
weather strip or patching plaster. 
A step-up display unit will assist 
you in making a more interesting 
display with greater ease. 
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HE 1940 farm in- 


reached  $9,000,000,000. 
There is every indication that an 
even higher figure will be attained 
in 1941, thus offering hardware 
dealers in farming districts greater 
opportunities than ever before—if 


come 


they really go after this business. 
It is estimated that 62 per cent 
of all hardware, retail lumber and 


Farmers will have money to spend 
for equipment of all kinds and 
the local hardware dealer should 
be able to supply what they need 


64 





( Westinghouse photo ) 


If the farmer is in hi-line territory he is an excellent prospect 
for electric-powered equipment. If he is off the hi-lines he can 
be sold similar modern conveniences powered by gasoline engines. 


Get Your Share of 
the 1941 Farm Income! 


building material, sales in this 
country are made by dealers in 
towns of 10,000 or less. It is 
further estimated that these deal- 
ers obtain 75 per cent of their dol- 
lar volume from farmers in their 
trading areas. Farmers travel an 
average distance of 6.7 miles to 
buy hardware, 6.8 miles to buy 
paints and varnishes and 7.3 miles 
to buy farm machinery. They 
travel only 4.9 miles to buy gaso- 
line and oil, probably because of 





the many filling stations and 
pumps on every road. But they go 
twice as far to buy automobiles 
and 10.1 miles to buy furniture. 
These statistics indicate that it is 
the practice of farmers to buy 
hardware, farm machinery, appli- 
ances and building supplies from 
the dealers in the towns nearest 
their farms. It is further estimated 
that some member of 30 per cent 
of the farm families goes to town 
every day. In 90 per cent of the 
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A Pledge 


to 


TOASTMASTER RETAILERS 


We are extremely sorry if you haven’t received enough Toastmaster prod- 








ucts to satisfy your demand. For reasons beyond our control, we are cur- 
rently unable to produce them at the unprecedented rate they’re being 
sold today. But we pledge our wholehearted efforts to see that you receive 
your fair share. To do this, since June | we have allotted merchandise to 
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our distributors—large and small alike—on a definite prorata basis. 


REASON FOR TREMENDOUS DEMAND 


The unvarying quality of Toastmaster prod- 
ucts and the many conveniences they offer 
have been presented to the public through 
consistent national advertising over a period 
of several years. A great future demand for 
them was built up. Today, with national in- 
come exceeding even the peak year 1929, 
consumers heretofore unable to buy, now 
can and want to buy them. 


NATIONAL DEFENSE COMES FIRST 


We are also suffering from material short- 
ages due to the National Defense Program, 
as are most hard-goods manufacturers. We 
made no attempt to buy up or hoard large 
quantities of materials, but are relying on 
our suppliers with whom we have done busi- 
ness for years to treat us fairly. We know 
they will take care of us as best they can, 
consistent with the effort of all of us—manu- 
facturer, wholesaler, and retailer alike—to 
cooperate with our Government in the Na- 
tional Defense Program. 


DEPEND ON YOUR PRESENT 
DISTRIBUTOR 


Your present distributor is sincerely en- 
deavoring—by the same method of allotting 
merchandise fairly — to take care of his regu- 
lar retail accounts. He may not be able to 
supply the entire demand, but we feel that 
he will be in a position to supply you with 
Toastmaster products continuously through- 
out the fall season. We ask that you be 
patient with him and depend on him, rather 
than attempt to buy from new sources. 
Other distributors, too, you see, are playing 
the game fairly by taking care of their own 
regular customers, 


PLEASE REMEMBER 


Toastmaster* policies have always been 
founded on fair dealing with every customer. 
You have our pledge to continue these same 
policies, with the sincere hope that we will 
merit your continued good will in the future. 


TOASTMASTER 


U.S. PAT. OFF, 


*"VoastMastTeR” is a registered trademark of McGraw Evectric Company, Toastmaster Products Division, 
Elgin, IL. + Copyright 1941, MeGraw Electric Co. 
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farm families, it is estimated that 
some member goes to town one 
or more times each week. 

Although the above figures are 
based on a national average and 
will show some variation in differ- 
ent localities, as will average farm 
incomes, the farmer is, nonethe- 
less, in a better position to buy 
than he has been in many years. 

Like many other people, many 
farmers will pay off obligations 
when they receive money. More 
than $2,000,000,000 in debts were 
paid off by them in the last four 
years. Those farmers who have 
paid off their obligations will next 
repair fences and buildings, re- 
place worn out farm machinery 
and buy new equipment for more 
economical operations. Then 
money is spent for conveniences 
hetter homes and more luxuries. 
And that is what Mr. and Mrs. 
Farmer are doing right now and 
will continue to do throughout the 
vear and the next few years. 

Every indication points toward 
a big building boom on farm 
buildings and homes. the purchase 
of more farm home appliances and 
a greater modernization of farm 
homes than in any year in history. 
It is estimated that expenditures 
for new construction and remodel- 
ing will amount to $360.000,000; 
for house furnishings. $191,000.- 
000 and for household appliances 
and operations, $411,000,000. In 
other words. almost $1.000,000,- 
000 will be spent by farmers for 
new buildings. modernization. 
house furnishings. home  appli- 
ances and household operations. 
And the biggest share of this busi- 
ness should go to hardware deal- 
ers and lumber dealers. It will go 
to them in direct proportion to the 
effort made by the dealers them- 
selves. 

When a new farm building or 
home is being planned it is natu- 
ral for the farmer to want new 
equipment and appliances. Barns 
need modern ventilating systems, 
stanchions, milking machines. milk 
coolers, water systems and dozens 
of labor-saving. profit-making con- 
veniences. Houses will be wired if 
electricity is available and light- 
ing and plumbing fixtures install- 
ed. Farmers living beyond the hi- 
lines will want electric lighting 
plants to replace old-fashioned 
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lighting equipment. Modern house- 
hold appliances will be required. 
Gasoline or electric washing ma- 
chines, refrigerators. stoves, etc.. 
will be demanded by farmers’ 
wives. New linoleum and dozens 
of other items handled by hard- 
ware dealers will be in demand. 
Dealers handling building sup- 
plies will be at an advantage but 
there are sales opportunities for 
all hardware dealers serving farm- 
ing sections. However, to sell this 
market requires more out-of-store 
selling, with greater contact where 
the farmer lives. Those dealers 
who call on farmers are sure to be 
rewarded for their efforts. Com- 





petition for the farmers’ dollars is 
keen. Everyone having something 
to sell is after those dollars. The 
old dust-covered proverb, “The 
early bird catches the worm” still 
applies. It has more meaning to- 
day than ever before. 

Dealers should go after electric 
appliance business for those living 
along the hi-lines. But there is 
also a market among 4,000,000 
farmers living off the hi-lines. 
Farmers living off the hi-lines also 
have money for appliances, new 
buildings, farm machinery and 
equipment, etc.. and can have mod- 
dern conveniences powered by 
gasoline engines. 
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“KINDA KEEP AN EYE ON THAT NEW CLERK” * 
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New “Weldwood” Display—A nine-color dis- 
play, pre-tested for maximum sales visibility 
and a proved stopper, is offered dealers of 
Weldwood Plastic Resin Waterproof Glue by 
the United States Plywood Corp., 616 West 
46th Street, New York City. Display is 27!%4 
in. in height, 30 in. wide at the base, and 18 


in. at the top 


“Warm Morning” Flasher Dis- 
play — A spectacular flasher 
display for window or show- 
room is offered by the Locke 
Stove Co., 1012 Baltimore Ave., 
Kansas City, Mo., to dealers 
at the nominal charge of $1.00, 
plus delivery charges. When 
flasher is off display presents 
a “Warm Morning” coal 
heater. When flasher light 
comes on an X-ray view of 
the inside of the heater is 
shown to customers. The dis- 
play piece is 20 by 28 in. in 
size and is in four colors 








Display Card for Handy Chain -— A 
new display card in two colors, fea- 
turing the popular Elwel No. 203 
Handy Chain is offered to retail 
dealers by American Chain Division 
American Chain & Cable Co., Inc., 
York, Pa. The card is 1] by 14 in 


and has an easel back. 


Moore’s Maptack Display — 
This attractive display card is 
offered dealers by the Moore 
Push-Pin Co., 113 Berkley 
Street, Philadelphia, Pa. Card 
is designed for use in either 
windows or on tables and is 
printed in attractive colors 


To Help You 


M. anufacturers Offer 





New Rittenhouse Display 
Board — An attractive display 
board for the 1942 models of 
Rittenhouse door chimes is of- 
fered dealers by the A. E. 
Rittenhouse Co. Inc., Honeoye 
Falls, N. Y. Each individual 
chime is secured to a bracket, 
making it possible to remove 
the model without disturbing 
the wiring of any other model 
The item removed can be re- 
placed just as easily. 
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Sell More Goods 


These Display Helps 









Coleman Sidewalk Demonstrator Set—To aid 
dealers in developing prospects for oil heat- 
ers through the means of sidewalk demon- 
stration, Coleman Lamp and Stove Co., 
Wichita, Kan., is offering a complete sidewalk 
demonstrator set. It consists of a special dis- 
play card, a Pyrex dish, and a ]2-in. mirror 
with special wire holder. A special news- 
paper mat for promoting the demonstration is 
also included. Complete set costs dealer $1.00. 












ONE MAN - LOW CosT 
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Mossberg Targo Display — A 
display piece suitable for 
floor, window, or wall use is 
available to dealers by O. F 
Mossberg & Sons, New Haven, 
Conn. Made of solid wood and 
plywood and painted in three 
colors, it exhibits a complete 
set of Targo equipment 
Shipped free of charge to 
dealers who first qualify by 
ordering a specified quantity 
of Targo guns and equipment 











Portable Heater Display — A 
life size, colorful display, with 
space for inserting an actual 
portable oil heater, is offered 
dealers by the Perfection 
Stove Co., 7609 Platt Ave., 
Cleveland, Ohio. It is well 
adapted for use as an interior 
display or in the store win- 
dow. Like other helps of the 
company ihis display is free 












Gillette Offers Map—Gil- 
lette Safety Razor Co., 
Boston, Mass., is offering 
dealers a unique and 
helpful map showing 
where the U. S. armed 
forces are training. Be- 
sides its helpfulness in 
locating various camps 
throughout the states, 
the amusing pictures 
are sure to hold atten- 
tion of customers. 



















Ingersoll “Radiolite” Display— 
A colorful counter or window 
display piece for the new Es- 
cort Radiolite, a small, thin 
streamlined timepiece, with 
“airplane type” dial is offered 
dealers by~* the Ingersoll- 
Waterbury Co., 60 East 42nd 
St., New York, N. Y. 
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ADVANCES 


Some glass door knobs. 
One line auger bits. 
Washboards. 
Furniture nails. 


Window ventilators. 
Asbestos wicks. 

Box strapping. Logging tools. 
Spring clothes pins. 


Some mop wringers. Certain carpenters’ squares. 
Some pipe wrenches. Elec. lighting fixtures. 


BX cable. 
Some coil door springs. 


Certain gasoline torches. 
Steel wool. 


Some cold chisels. 
Some blow torches. 


Sash cord. Certain gasoline pressure appliances. 


Some screen frames, etc. 
Some waterproofing materials. 
Lag screws. 
Conductor pipe, etc. 


Lantern globes. 


Some glassware. 


Some weatherstrip. Crayons. 
Machine screw shields. 
Tarred felts, etc. 


Eaves trough. 
Enamelware. 


Japanned pantryware. Some wooden salad bow! sets. 


Certain padlocks. 


Some fireplace fittings. Luggage. 


Some elec. table appliances. 
Leather goods. 


Some truck casters. Some screen hardware. 


Fireplace fittings. 


Curtain pole accessories. 





Sash Chain 


very slow on both old and new type 


Deliveries are 


sash chain. 
” a * 

Glass door knobs — Leading 
makes of glass door knobs were ad- 
vanced 5 per cent in recent weeks. 

o * +* 

Ladders — Effective Sept. 2, a 
leading line of wooden ladders was ad- 
vanced 12 to 15 per cent. 

* a * 

Window ventilators—Window 
ventilators were recently advanced 5 
to 10 per cent by some makers. 

7 * a 

Auger bits—An advance of 10 
per cent was announced earlier this 
month by one maker of auger bits. 

+ * 4 

Asbestos wicks 
of 10 per cent was announced by a 


An advance 


leading maker of asbestos wicks, earlier 
this month. 
& a % 

Box strapping—Due to higher 
production cost, etc., one manufacturer 
of embossed box strapping has ad- 
vanced prices from 8 to 15 per cent. 
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Pumps — One manufacturer of 
shallow and deep well pumps has an- 
nounced that it is from 30 to 40 days 


behind on deliveries of many models. 
, 
te * & 


Washboards — 
turer advanced prices from 7 to 20 per 
cent on its lines of washboards. 


One manufac- 





PRICES 
WITHDRAWN 


Stove boards. Glass drawer knobs. 
Certain padlocks. 





Logging tools — Recently one 
manufacturer advanced logging tools 
about 10 per cent. 
a ox wE 
Files—A manufacturer of files 
has eliminated. a 


shapes and cuts of files. 
a & * 


number of | sizes, 


Stove boards One manufac- 


turer withdrew prices of stove boards, 


earlier this month. 








Furniture nails— One manu- 
facturer of furniture nails advanced 
prices 13 to 17 per cent, earlier this 
month. 

oe % * 

Spring clothes pins — One 
manufacturer of spring clothes pins 
advanced prices about 5 per cent. 

* * * 

Pocket watches — One manu- 
facturer has discontinued several models 
of wrist watches, discontinued models 
to be shipped only as long as materials 
for production are available. 

cd * ok 

Mop wringers—One manufac- 
turer has advanced prices 10 per cent 
on mop wringers. 

ue ie x 

Carpenters squares — Steel 
square prices were advanced 10 per 
cent earlier this month by one manu- 
facturer. 

E te us 

Pipe wrenches—One manufac- 
turer recently advanced pipe wrenches 
about 2% per cent. 

a or ok 

Electric lighting fixtures — 
Earlier this month prices on all types 
of electrical lighting fixtures were ad- 
vanced approximately 10 per cent by 
leading makers. 

te ok oa 

Washing machines, ironers— 
Shipments are getting slower on some 
lines of washing machines and ironers. 

* * Oo 

Electrical supplies—Deliveries 
on BX cable, rubber covered wire, elec- 
tric fittings, etc., are becoming more 
difficult to obtain. BX cable prices were 
advanced about 5 per cent earlier this 
month. 

we * * 

Gasoline torches — Leading 

makers advanced prices from 8 to 10 





DECLINES 


One household rust remover. 
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Bass Disston advertisement 
appears in the September 13 issue of THE 
SATURDAY EVENING POST. Its keynote 
is the fact that Disston tools keep working 
longer...in logging camp, lumber mill or 
home workshop. 


That's an important sales advantage for 
you to stress. People today are buying things 
to last for years. It’s easy to sell them 
Disston tools. Point out that the tough, 
hard steels from which Disston saws and 
files are made have proved more durable in 
many production tests in many industries. 


You'll notice that this advertisement 
advises the reader to ‘‘Ask your dealer."’ 
Disston advertising is reaching millions of 
tool buyers every month, including your 
customers and prospects. It is making your 
selling job easier. 

PROOF OF DISSTON PRESTIGE is found in 
the fact that more than 3200 successful 
hardware merchants have sold Disston 
saws for 25 years or longer ! 

LINE UP WITH THE DISSTON LINE! Do it 
now. See your Disston wholesaler today. 


HENRY DISSTON & SONS, INC. 
Tacony, Philadelphia, Pa., U. S. A. 








The Hardware Age Blackboard 


States comprising regions in these charts: 





New England—(Conn., Maine, Mass., N. H., R. I.. Vt.) 


Middle Atlantic—(N. J., N. Y., Pa.) 


East North Central—(Ill., Ind., Mich., Ohio, Wis.) 


West North Central—(lowa, Kan., Minn., 


Mo., Neb., N. D.. S. D.) 


South Atlantic—(Del., D. C., Fla., Ga., Md., N. C., S. C.. Va.. W. Va.) 
East South Central—(Ala., Ky., Miss., Tenn.) 

West South Central—(Ark., La., Okla., Texas.) 

Mountain—(Ariz., Colo., Idaho, Mont., Neb.. N. M.. Utah, Wyo.) 


Pacific—(Calif., Ore... Wash.) 


per cent on one-quart gasoline torches, 
earlier this month. 
* ¥ * 
Cold chisels 


of cold chisels advanced prices about 


A leading maker 


15 per cent earlier this month. 
+ ~ * 

Coil door springs—Coil door 
springs of some makes were advanced 
about 5 per cent the early part of 
September. 

* * * 

Zud Rustain Products, Inc., 
New York City, has announced that the 
dealer price on the 10-cent size of Zud 
has been reduced to 80 cents per dozen, 
as of Sept. 15. 

> 7 . 

Steel wool—Effective Aug. 19, 
steel wool was advanced 1 cent per 
pound by a leading maker, affecting 
both 1-pound and %4-pound rolls. The 
five-cent packages were raised in ac- 
cordance. 

* « - 

Blow torches — Turner Brass 
Works advanced prices on blow torches, 
effective Aug. 28; Nos. 25A and 30A 
about 10 per cent, Nos. 39A and 206A 
about 6 per cent. The advance is based 
upon advanced costs of raw materials. 

. * * 


Sash cord—On sash cord and 


allied classes of cotton cordage, a 
steady advancing trend has been re- 
ported for many weeks, and still con- 
tinues. Effective Aug. 29, Samson 
Cordage Co. raised its prices 2 cents 
per pound on Samson sash cord, and 
Samson Spot sash cord, and on its 


supplemental second and third brands. 
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Coleman lamps—On Sept. 1, 
Coleman Lamp & Stove Co. announced 
various price changes, approximately 
10 per cent, on certain numbers of 
lamps, lanterns, generators, heaters and 
camp stoves; also on one iron, and on 
camp and trailer hot plates and handy 
gas plants. 

* oe 7 

Screen lumber—Effective Sept. 
1, W. J. Dennis & Co. has advanced its 
items of screen frames, mouldings, etc., 
about 10 per cent. Orders are being 
received only for current delivery, sub- 
ject to further change. Quotations for 
early 1942 will not be available until 
later. 


héei 


Stock-sales ratios are perc 





of an identical group of firms. 





A CORRECTION 


It was incorrectly stated on page 62 
of the Sept. 4, 1941, issue of HARDWARE 
Ace that, “Testor Cement Company, on 
August 1, raised prices about 10 per 
cent on Testor’s and Metallic Cement, 
and liquid glue.” The company states 
that there has been no price increase on 
Testor’s Cement or Testor’s Metallic 
Cement. The increase on Testor’s Liquid 
Glue was 8 per cent instead of 10 per 
cent and the effective date of the price 
increase on Testor’s Liquid Glue was 
Sept. 1 and not Aug. 1. 

* i + 

Glass goods—Effective Aug. 15, 
lantern globes were advanced approx- 
imately 10 cents per dozen. On Sept. 
4, several leading makers advanced 
prices 10 to 15 per cent on pressed and 
blown hand-made glassware. This ad- 
vance was the second in 1941, and is 
necessitated chiefly by higher wages 
provided in a new labor contract. Heat 
resistant glassware is still difficult to ob- 
tain because of the western borax strike, 
which continues to tie up this essential 


component. 
* * * 


Weatherstrip—A 10 per cent 
advance on weatherstrip was reported 
from a leading maker, effective Sept. 1. 
Difficulty in securing lumber and other 
materials limits even the revised prices 
to prompt orders, subject to other 
changes without notice. 


* os * 


Steelecote Damp-Tex — Effec- 
tive Sept. 1, Steelcote Mfg. Co. issued 
a number of price increases, due to the 
higher cost of all raw materials. Damp- 
Tex in large industrial containers will 
now sell, 60-gallon units at $3.95 per 
gallon, and 40-gallon drums at $4.05 
relatively 


per gallon. Increases are 





d by dividing the cost value of stocks by sales 
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“VT WISH that all the standard items 
we sell were as well known — as 


popular — and as easy to sell as Ameri- 


can Fence. Everyone here knows its 
merits and there’s never any need to 
spend a lot of time convincing them 
that American is the greatest name in 
fence. Farmers know they get exactly 
what they pay for when they buy fence, 
and if they want the best, they come in 
here and get American. | like to handle 
American because there are never any 


AMERICAN 


TENNESSEE COAL, 





complaints. Once it’s sold, I know my 
customer’s fence troubles are over for a 
long, long while. I wouldn’t think of 
handling any fence but American.” 

American Fence builds the kind of 
steady business you can count on year 
after year. For American Fence users 
are satisfied users. And since there’s 
more American Fence in use on farms 
than any other brand, it’s just natural 
that there’s more repeat business in 
store for American dealers. 


STEEL & WIRE 


Like so many fence dealers, MR. E. H. PAUL, 
of Hookdale, Illinois has found that it pays to 
sell the brand that is well known for long 
service — U-S-S American. Read what he 
says of his experience as a fence dealer: 


It pays to let farmers know you 
handle their favorite brand. To help 
you do this we offer displays, folders 
and other sales helps—all of them free. 
For example, there’s our big, illustrated 
farm catalog of fence, roofing and other 
steel products which we imprint with 
your name—all ready for you to distrib- 
ute to your trade. And ask for our new 
General Dealer’s Catalog which illus- 
trates and describes the complete line 
of U-S-S American products. 


COMPANY, Cleveland, Chicago and New York 
COLUMBIA STEEL COMPANY, 
IRON & RAILROAD COMPANY, Birmingham 


San Francisco 


United States Steel Export Company, New York 











These fuse boxes will enable you 
to sell five fuses at a time instead of 
one or two. Both G-E Textolite and 
Pyrex* fuses are packed this way. 


Tack the boxes up in 
your store to attract 
attention. Stress the six 
benefits your customers 
will obtain: 

1. Fuses are easy to 
carry home 

2. Provide ample sup- 
ply of fuses 

3. Box can be tacked 
up on wall near panel 
board 

4. Fuses easily found 
when needed 

5. Fuses can be taken 
easily from bottom of 
box 

6. Window warns 
when supply is low 





Both of these plug fuses will please 
your customers. Both are made from 
the finest materials and give lasting 
protection. They indicate clearly 
when blown. In both, the arc of the 
blowing strip is ruptured in a com- 
position well. The Textolite fuse has 
a clear mica window; the Pyrex fuse 
has a magnifying-lens window. 

Use these boxes of fuses to increase 
your fuse business. For further in- 
formation see the nearest G-E 
Merchandise Distributor or write to 
Section D-1299, Applian'e and 
Merchandise Department, General 
Electric Company, Bridgeport, Conn. 
*Reg. U.S. Pat. Off. 


GENERAL ‘%; ELECTRIC 





greater on the smaller containers, but 
with a better margin for the distribu- 
tor, gallon cans being now priced at a 
consumer basis of $4.95 per gallon, com- 
pared to $3.95 heretofore. Increases on 
undercoaters, zinc dust primers, etc., 
are understood to be in proportion to 
the changes in Damp-Tex. 
a aad os 


Mop sticks — One manufac- 
turer has announced that future ship- 
ment orders can be accepted only sub- 
ject to prices, delivery terms, etc., at 
time of shipment and subject to the 
company’s ability to secure the neces- 
sary materials. The right is reserved to 
substitute galvanized steel on heads and 
levers where regular stock for copper- 
ing is not available, but galvanized 
stock is. 

oa a a 

Crayons—A leading manufac- 
turer recently announced changes on 
various types of crayons, the current 
schedule to hold until about Oct. 1, 
when a new price list will be issued. 
White schoo! crayons are advanced 
about 12 per cent, the advance on rail- 
road chalk being about the same. Car- 
penter’s chalk prices were increased 
about 40 per cent and lumber crayons 
about 16 per cent. 


a Of a 


Cartons and packaging—Most 
manufacturers and distributors of pack- 
aged goods have not failed to be af- 
fected by the sharp rise in the costs 
of packaging materials of all types, in- 
cluding fibre board for cartons, light 
lumber for cases, also wrapping and 
lining papers, and even nails and box 
strapping. Many concerns estimate 
their increase in costs of packaging 
materials during the past year has been 
close to 50 per cent. 


Screw anchors, etc.—Effective 
Sept. 1, The Rawlplug Co., Inc., issued 
a revised dealer discount sheet covering 
some of its lines. As compared with 
the last previous quotations, issued Oct. 
31, 1939, Rawlplugs in boxes, also con- 
tractors’ and household outfits, remain 
unchanged. Rawl-anchors are advanced 
to 10-25 per cent discount, formerly 25- 
25 per cent; Rawls to 45-25 per cent, 
formerly 50-25 per cent; Rawl-Drivers 
to 33 1/3-25 per cent, formerly 40-25 
per cent. As of Aug. 22, another com- 
pany advanced lag screw and machine 
screw shields, wood screw anchors, etc., 
from 3 to 5 per cent. 


* * * 


Eaves trough, conductor pipe, 
etc.—Effective Aug. 25, one company 
raised trade discounts three “points” 
above the preceding (May 8) schedule, 
with crated eaves trough now quoted 
at 70% per cent discount for central 
territory shipments, compared with 
former 734% per cent basis. Similar 
discounts apply to crated ridge roll. 
Crated conductor pipe, nested, formerly 
73 per cent, is now priced at 70 per 
cent for central territory. Roof and 
box gutter, crated, has been advanced 
to 69 per cent, from the former 72 per 


cent basis. 
* * * 


Tarred felts, etc. — Leading 
makers of saturated sheathing papers, 
and of tarred and asphalt felts, made 
price changes recently. Advances on 
tarred and asphalt felts average 5 to 6 
per cent, while deadening felt, linoleum 
felt, red rosin sheathing, blue “plaster” 
board and reinforced building papers 
have shown some increases, some lines 
up to 10 and 15 per cent. Roofing 
asphalt has been raised by some sellers 
75 cents to $1.50 per ton. The tendency 
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Collection percentages are obtained by dividing the collections on accounts during the 
month by accounts receivable outstanding at the beginning of that month for an identical 


group of firms. 
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HEATING IN 
AMERICAN HOMES 


Taking figures from a survey 
made by McCall’s and Redbook 
Magazines, New York City, it 
is estimated that the 34,000,000 
homes in this country are heated 
as follows:— 


Per 
Cent 


Hand-fired coal furnaces. .16,477,000 48.5 
No central heating plant...14,248,000 41.9 


CP ED eben ctecsanves 1,905,000 5.6 
Central gas house heaters... 900,000 2.6 
Coal steleers ...ccccccccses 470,000 1.4 


It is particularly startling to 
find that 14,248,000 homes, or 41.9 
per cent have no central heating 
plants thus emphasizing the vast 
market for the sale of oil burning 
space heaters. 





among makers of roofing and shingle 
lines is also towards simplifications, par- 
ticularly the elimination of many 
special color blends. 


* x w 


Kitchen accessories—Due to 
the impossibility of obtaining alumi- 
num for the top and trim of china 
coffee makers, some manufacturers are 
bringing out models with china tops 
and bottoms, reported as meeting the 
situation very satisfactorily. New lines 
of pottery ovenware are appearing, and 
the vogue for decorated ovenware 
seems definitely on the increase. Enam- 
elware was advanced 5 per cent further 
on Aug. 29 by some plants. New fall 
lines of enameled (japanned) pantry- 
ware show price increases of about 10 
per cent above those of last fall. One 
manufacturer is accepting no further 
orders for copper-clad stainless steel 
ware, for delivery this year. Jobbers 
are instructed to mark orders for Jan. 
2 shipment, with the possibility that 
deliveries may be deferred as long as 
February or March. One maker has 
discontinued making 21l-quart pressure 
cookers, but is still manufacturing the 
2, 3 and 4quart size cookers. De- 
liveries are reported quite slow due 
to difficulty in obtaining materials, in- 
cluding, for example, brass for the 
safety valves. On Aug. 29 a leading 
maker of decorated wooden salad bowl 
sets advanced prices about 7 per cent, 
the first increase reported, and ascribed 
primarily to higher labor costs. 


*> * # 


Electrical housewares — As 
expressing the general situation on such 
items as toasters, waffle irons, table 
stoves, electric corn poppers, irons and 
coffee brewers, one maker of these ac- 
cessories has accompanied a new and 
generally higher price list, with a bul- 
letin stating: 

“The officials of our organization and 

(Continued on page 112) 
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America’s largest selling line 
of plastic cupboard trim 


DURABLE * CHIP PROOF 
SHATTERPROOF © COLOR FAST 






IV" wide, 1" high. 
Chrome line ® Packed 


2 doz. ® Weight 10 oz. 


KNOB 
No. 362 


(Actual Size) 


DRAWER PULL 
No. 338 


(Actual Size) 





Chrome band .. . 3" overall, 2" centers. Packed 2 dozen... 
weight | Ib... . 


RETAIL VALUE 10¢ EACH 





DRAWER PULL No. 344 


(Actual Size) 


Chrome band ... 4!/," overall, 3" cen- 
ters. Packed 2 dozen .. . weight | Ib. 
6@i... 

RETAIL VALUE I5¢ EACH 


* 
Stock colors: Black, Red, Ivory, Yellow, Green, Blue. 
Pack: Two dozen to box, I'/g" 10-24 washer head screws. 
Attractive display board available at your dealer. 


Write or wire today for illustrations and information on entire line. 


CALIFORNIA WARE 


DIVISION OF 
PLASTIC & DIE CAST PRODUCTS CORP. 
Largest Molders West of Chicago 
1010 EAST 62ND ST. LOS ANGELES, CALIF. 





RETAIL VALUE 2 FOR I5¢. 





























CONTROLLED BICYCLE PRODUCTION 
ASKED BY CONSERVATION BUREAU 


Aim is to conserve materials and man-power 
by simplification of design, substitution of 
materials and reduction of number of models. 


(Washington Bureau 
of HARDWARE AGE) 

A voluntary program to con- 
serve materials and man-power 
for national defense by simpli- 
fication of design, substitution 
of materials, and a reduction of 
the number of bicycle models 
has been requested by the Con- 
servation Bureau of the Office 
of Production Management. 

In a letter sent to 11 bicycle 
manufacturers, Robert E. Mce- 
Connell, Chief of the Conserva- 
tion Bureau, asked producers to 
adopt the following measures: 

l—Reduce the number of 
models to a maximum of 10 for 
each manufacturer. The number 
of models presently being turned 
out ranges from about 20 to as 
many as 40. Juvenile and racing 
models, under this program, 
probably will be discontinued. 

2—Eliminate all chrome, cop- 
er, nickel, and metallic finish 
for decoration. No estimate is 
available of the possible savings 
of these materials but it is ex- 
pected to be considerable. 

3—Reduce the average weight 
per bicycle by 10 per cent of 
the average weight of 1940 
models. This will be accom- 
plished largely by the removal 
of non-essential equipment and 
decorative trim. 

4—Substitute 
ber for raw 
possible. 

5—Eliminate white side wall 
tires. It is estimated that the 
elimination of white side wall 
tires will reduce the consumption 
of rubber in the bicycle industry 
by about 20 per cent. 

This program represents the 
first direct action by OPM to 
effect savings throughout an en- 
tire industry by reduction of 
non-essential models. It was dis- 


reclaimed rub- 
rubber wherever 
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cussed at a meeting between Mr. 
McConnell and bicycle manu- 
facturers, parts suppliers, and 
retailers. It was generally agreed 
that the plan is practicable and 
would be beneficial not only to 
the defense program but to the 
industry. 

During the World War bicycle 
models were reduced to three, 
and such features as fancy bars, 
stands, truss type forks, etc., 
were eliminated. It was esti- 
mated that 2265 tons of steel 
were saved by such eliminations 
and simplification of models, 

The bicycle industry produced 
a record number of approxi- 
mately 1,325,000 bicycles with 
an approximate value of $25,000,- 
000 during 1940. It is esti- 
mated that there are about 
10,000,000 bicycles in operation 
in the country today. 


MERWIN HEADS DEVOE’S 
SOUTHWESTERN SALES 


George Merwin has been named 
southwestern district sales man- 
ager for the Devoe & Raynolds 
Company, Inc., New York City. 
Mr. Merwin’s new headquarters 
will be in Kansas City, from 
where he will supervise sales in 
Missouri, Kansas, Oklahoma, 
Texas, and Arkansas. 

Mr. Merwin during the last 8 
years has traveled extensively 
east of the Rockies in carrying 
out his duties as manager of the 
Devoe painters’ division. Associ- 
ated with Devoe for the past 17 
years, his many and varied ex- 
periences in paint sales as sales- 
man and Omaha branch manager, 
make him ideally suited for his 
new assignment. 

Milton Lightcap, it was also 
announced, will take over Mr. 
Merwin’s duties as head of the 





GEORGE MERWIN 


painters’ division, in addition to 
those he has at the present time 
as manager of the maintenance 
depariment, and will head up the 
newly created painter-mainte- 
nance division. 








SARGENT PROMOTES 
CRAWFORD TO MANAGER 
OF N. Y. OFFICE 


P. E. Barth, president, Sargent 
& Co., New Haven, Conn. an- 
nounces the appointment of 
Horace J. Crawford as manager 
of Sargent & Company, New 
York. Mr. Crawford has been 
with Sargent & Company since 
1910, and is well known to the 
hardware trade in the Metro- 
politan area. 


NEW DIRECTOR, CENTAL 
STATES HARDWARE CLUB 


William M. Olsen, general 
manager of The Lamson & Ses- 
sion Co., Chicago, Ill., has been 
appointed to serve on the board 
of directors of the Central States 
Hardware Club. Mr. Olsen fills 
the unexpired term of the late 
R. A. Sundvahl, which is Janu- 
ary 1, 1943. 











WINCHESTER PUBLISHES STATEMENT 
ON ITS FAIR TRADE PRICES 


In connection’ with a_ fall 
btoadside which the Winchester 
Repeating Arms Co., Division 
Western Cartridge Co., New 
Haven, Conn., is planning to 
mail this month, it has included 
a message relative to its sport- 
ing firearms which come under 
the provision of the Fair Trade 
Laws of all states having such 
laws. This reads in part: 

“Winchester has executed in 
all states having such laws Fair 
Trade agreements with whole- 
salers whereby the minimum re- 
sale prices to retailers have 
been established. This means 
that your supplier cannot legally 
sell you Winchester sporting 
firearms below the level estab- 
lished by this company if such 
transactions are governed by a 
Fair Trade statute. 

“Winchester has also executed 
Fair Trade Agreements with all 
retailers in all states having 
such laws, whereby the minimum 
retail prices to the consumer or 





public have been established. 
Briefly, this means that you can- 
not sell Winchester sporting fire- 
arms to your customers—the 
public—below the level estab- 
lished by this company if you 
are doing business in a state 
having a Fair Trade law. 

“Now these established Fair 
Trade prices— your minimum 
buying price from the wholesaler 
and your minimum selling price 
to the public—may be changed 
from time to time by Winchester 
by supplying new price sched- 
ules. So be sure that you al- 
ways have the latest price sched- 
ules. 

“We believe that the Fair 
Trade laws safeguard the inde- 
pendent dealer against destruc- 
tive competition; protect the con- 
sumer against deception through 
the use of “loss leaders”; and 
prevent injury to Winchester’s 
good will and demoralization of 
our marketing organization 
through price cutting.” 
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OPM ACTS TO CONSERVE MANILA 
FIBRE AND CORDAGE SUPPLY 


Manila fiber and manila cord- 
age were placed under full 
priority control on August 30 by 
the Division of Priorities to con- 
serve the available supply and 
imports of fiber for vital na- 
tional defense needs. 

The order sets up three classes 
of cordage, Class A, the best 
grade; Class B, next best grade, 
and Class C which must contain 
no more than 50 per cent manila 
fiber. The order also stipulates 
that manila fiber may only be 
processed for those three specific 
uses. 

Class A cordage means manila 
cordage which contains such a 
combination of grades of manila 
fiber as will at least equal the 
fiber quality requirements of 
Federal Specifications T-R-601la. 

Class B cordage means manila 
cordage which contains such a 
combination of grades of manila 
fiber as will at least equal the 
not in excess of 39, such Becker 
value to be determined accord- 
ing to the methods which are set 
forth in Federal Specifications 
T-R-60la. 

Class C cordage means manila 
cordage which contains no manila 
fiber of the following grades: 
AB Davao or non-Davao, CD 
Davao or non-Davao, E Davao or 
non-Davao, F. Davao or non- 
Davao, I Davao, J1 Davao, G. 
Davao, S2 Davao, and in addi- 
tion to which it is so processed 
that the manila fiber therein con- 
tained is combined or mixed with 
at least an equal amount of fiber 
other than manila fiber. 

The better classes of manila 
cordage, Class A and Class B, 
may only be processed for sale 
or delivery for certain specified 
users rovided in the order. 
These are: 

Defense orders; marine use for 
ships, towing, commercial _fish- 
ing, and on inland waterways; 
oil lines, for use as drilling 
cables, catlines, spinning lines, 
and torpedo lines; mining, for 
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use for hoisting and transmis- 
sions of power. 

Class C cordage may be sold 
without restriction, and _ there, 
will be available for civilian 
uses. Since it contains only 50 
per cent manila fiber, it will not 
interfere with conservation of 
manila fiber which is grown only 
in the Philippine Islands and 
which is essential for naval rope 
and other defense purposes. 





HUFF MANAGER OF GE 
EMPIRE LAMP DIVISION 


Harry E. Huff, for many years 
assistant manager of General 
Electric Lamp Department’s Em- 
pire Division at Buffalo, N. Y., 
and widely known throughout the 
electrical industry has been ad- 
vanced to manager of that divi- 
sion. E. F. Strong, who long has 
served as manager, has, accord- 
ing to official announcement from 
department headquarters at Nela 
Park, Cleveland, resigned but 
will continue at Empire Division 
in an advisory capacity. 





HARRY E. HUFF 


Mr. Huff’s business career be- 
gan 32 years ago when he joined 
the testing section of the then 





National Lamp Works at Nela 
Park, Cleveland. In less than 
two years he was transferred to 
a higher position with the Buck- 
eye Division of National Lamp 
Works, which served Ohio and 
adjoining states. Among other of 
his sales activities, he helped 
pioneer the then revolutionary 
tantalum and tungsten filament 
bulbs. 

In 1915, Mr. Huff was named 
district sales manager of Buckeye 
Division and continued in that 
capacity until 1925 when he was 
advanced to the position of man- 
ager of Southern sales division 
of National Lamp Works at At- 
lanta, Ga. 

Mr. Huff was again advanced 
in 1932 when he was appointed 
assistant manager of the Empire 
Division, Buffalo, which serves 
the entire State of New York 
with the exception of the New 
York City region. This appoint- 
ment was made at the same time 
that the National Lamp Works 
and Edison Lamp Works of Gen- 
eral Electric were merged to form 
the present lamp department of 
General Electric. 





Plymouth Cordage Co. 
Some Lines 


In compliance with General 
Preference Order M-36 to con- 
serve the supply and direct the 
distribution of manila fiber and 
manila cordage; and Priorities 
Regulation No. 1 establishing 
provisions and definitions appli- 
cable to the operation of the 
priorities system, the Plymouth 
Cordage Co., North Plymouth, 
Mass., has announced the follow- 
ing changes in its line. 

“Red Oak Brand” rope which 
has been a pure manila product 
has been discontinued by the 
company since its “Blue Cross 
Brand” rope answers all Class 
B requirements of the General 
Preference Order. The company 
is also discontinuing its “Black 
Jack” lariat, “Junior” lasso 
ropes, its manila clotheslines 


Celebrates 25th Year 
With Hardware Age 





CHARLES J. HEALE 


Charles J. Heale, vice-presi- 
dent and editor of HARD. 
WARE AGE, New York City, 
on September IIth, celebrated 
his 25th anniversary as a mem- 


ber of the HARDWARE AGE 








organization. 


Discontinues 
As Conservation Effort 


and its* manila tying  twines. 

New additions to the com- 
pany’s line are a mixed fiber 
rope to be known as the “50-50 
Brand” which will be processed 
in accordance with the Order; a 
“Plymouth Transmission” rope 
which will be furnished for all 
requirements outside the scope 
of the General Preference Order 
M-36 regulations, and “50-50 
Brand” lariat ropes to be fur- 
nished for all requirements out- 
side the scope of the regulations 
in the Order. 

Accordingly the company has 
issued a new price list for all 
items in its line. 

A detailed outline of the Gen. 
eral Preference Order M-36 is 
appearing elsewhere on this page. 
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PETROLEUM INDUSTRY EXPANDING 
TRANSPORTATION FACILITIES 


Pipe line construction started 
by the petroleum industry and 
scheduled for completion within 
eight months will 
equivalent of the transportation 
service rendered by 80 tank ships. 
With 27 tank ships scheduled for 
completion this year and a num- 
ber of inland-waterway barges 
being turned out with equal 
rapidity, the sole bottleneck in 
the petroleum industry’s defense 
transporta- 


service, shortage of 


tion, appears to be definitely 
temporary. 

It is estimated that the huge 
pipe line to be constructed from 
East Texas to New York via St. 
Louis will provide service equiva- 
lent to 65 tank ships, while the 
Plantation line from Louisiana 
to North Carolina will release 10 
tankers. The 
Florida through 
into Tennessee will 


ships, and the Portland-Montreal 


Southeastern line 
from Georgia 


release two 


provide the | 


| line at least three more. 

With all pipe lines now oper- 
ating at capacity and all avail- 
able tank ships, tank cars, and 
barges being pressed into service 
to minimize the 
pected this year along the Atlan- 
tic Seaboard, as the result of 
diverting tank ships to British 
service, the industry is also ex- 
tending its normal pipe line 
construction program to aid in 
meeting emergency needs. It is 
estimated that all in all more 
than 10,000 miles of pipe line 
will be built by the industry in 
1941 alone. 

Increased loading of tank ships 
and expeditious handling of tank 
cars is contributing to relief of 
the present situation. Crude oil 
is moving east from a pipe line 


| terminal at Lima, O., for the first 


time in 20 years, and it is esti- 
mated that within a short time 
more than 1,000 tank cars will 
be put on this run. 


PRIORITIES SYSTEM EXPLAINED 
AT PACIFIC COAST MEETING 


“Whether you know it or not, 
we are at war.” was flatly told 
1500 industrialists in the Los 
Angeles Area by W. C. Stauble, 
chairman of Industrial Supplies 
Defense Committee and _ vice- 
president, Holo-Krome Screw 
Corp., Hartford, Conn., in one of 
the first meetings of its kind to 
be held in such cities as San 
Francisco, Denver, Milwaukee 
and Indianapolis. 

This group meeting was at- 
tended by representatives of in- 
dustrial supply manufacturers, 
and jobbers in the hardware and 
other fields, as well as by all 
interested in the new 
plan and its effect on business. 
Emil C. Ducommon, Ducommon 
Metal & Supply Co., acting chair- 
man of the Los Angeles area 
arranged the meeting. 


| 


interruption if that is possible, 


| and an impossibility of serving 





defense | 


In continuing his address to | 


the gathering, Mr. Stauble said 
in his talk on the dislocation of 
industry and business concerned 
with non-defense articles, “True 
we have not the 
shooting war, but we are already 


yet entered 
well advanced into war economy. 
Defense is first. That is what 
it means in OPM. That is what 
it will have to mean now in in- 
dustry and commerce through- 
out the United States. Defense 
contracts, contractors, 
defense sub-contractors and those 
who make products for the con- 
served first. 


defense 


tractors must be 


They must be served without | Aeronautics; 
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them must not be occasioned by 
shortages caused by consumption 
of the needed raw materials or 
finished products in civilian or 
non-defense industries. 

“To detail the list of materials 
already declared critical and as 
such under regulatory or manda- 
tory control would require an 
hour; and the list is growing 
each week. Sometimes 40 to 50 
items a week are added and I 
fail to remember one which has 
been removed because supply 
has caught up with demand. 
And it is going to be worse, 
much worse. Of that you may be 
quite sure, absolutely certain.” 

Expert explanation of the 
working of the Defense Supplies 
Rating Plan was given by H. K. 
Clark, vice-president and general 
manager Norton Co., Worcester, 
Mass., who is at present Senior 
Consultant, Priorities Division, 
Office Production Management. 
Mr. Clark is the father of the 
present Industrial Supply sec- 
tion of the Production Division 
of OPM. 

At the outset, he listed the 
agencies of the government that 
are to get priority in defense 
materials in the following order: 
Army; Navy; U. S. Maritime 
Commission; Coast and Geo- 
detic Survey; the Coast Guard; 
Civil Aeronautics Authority; 
National Advisory Committee on 
National 


shortage ex- | 


Panama 


| Research Committee; 

Canal and Great Britain. 
| An exhaustive question and 
| answer session which took up 


| every phase of the priorities 
| complexities was expertly han- 
dled by Mr. Stauble, with Mr. 
Clark furnishing the answers. 
Slides of the proper methods of 
| acquiring proper defense ratings 
were shown. 

One point was stressed again 
and again, that no blanket pri- 
ority permits will be given dis- 
tributors as wholesalers. Whole- 
salers are within their rights in 
refusing to sell merchandise to 
any individual or concern or 
even U. S. Government agency 
which is not on the priority list. 
Mr. Clark emphasized the amount 
of supplies for defense is so 
great that business listed as non- 
essential had better get defense 
work to keep their organization 
intact. It was pointed out de- 
fense housing at the present 
time does not come in the de- 
fense priority range. 


WINCHESTER SURVEY OF 
GAME-CROP CONDITIONS 


The Winchester Repeating 
Arms Co., division of Western 
Cartridge Co., New Haven, Conn., 
has issued its 1941 Survey of 
Game and Crop Conditions. It 
covers the 48 states and follow- 
ing species: quail, pheasant, 
grouse, turkey, prairie chicken, 
rabbit, squirrel, partridge, dove, 
woodcock, fox, deer, antelope, 
elk, bear, mountain sheep, duck, 
pigeon, and geese. 








Defense | 








SILVERLAKE CO. NAMES 
WEST COAST AGENT 


The Silverlake Co., 99 Chauncy 
St., Boston, Mass., has appointed 
Hughson & Merton Co., 1499 
Market St., San Francisco, Calif., 
as representatives for the “Silver- 
lake” line of sash cord, clothes 
line, etc. The Hughson & Merton 
organization will cover northern 
California and East to Denver 
and the Northwest for the com- 
pany. 


THE VICTOR HANNON CO. 
OPENS IN WESTERN MART 


The Victor Hannon Co., of Los 
Angeles and San Francisco, man- 
ufacturers’ representatives, re- 
cently announced the removal of 
its San Francisco office and show- 
room from 420 Market Street to 
the Western Merchandise Mart. 
This firm has salesmen traveling 
throughout the eleven Western 
states. The San Francisco office 
is headquarters for the Northern 
California and Northwest terri- 
tories. Victor Hannon, owner and 
manager of the company, will 
continue to divide his time be- 
tween San Francisco and Los 
Angeles and traveling throughout 
the entire territory. 

Displays in the new Mart 
showroom will include kitchen 
and office cabinets, metal office 
boxes and card files, household 
hardware, kitchen stools, confec- 
tionery and bar supplies, pliers, 
wrenches, mops, flashlights, and 
radio supplies. 








WORKING FOR A SHEEPSKIN in the culinary arts are the 
officials of the Frigidaire Division, General Motors Sales Corp.. 
Dayton, Ohio, shown in one of the recent “Cap and Skillet” ses- 


sions held by Frigidaire’s home economics department. 


Under 


the direction of Miss Verna L. Miller, head of the department, 
Frigidaire officials recently took the advanced course for a 


“Master’s Degree” in cooking. 


Whipping up a palate tickler 


for cum laude honors are, left to right: Walt Mason, assistant 

sales manager; H. T. Mattern, central sales manager; R. H. 

Huston, western sales manager; W. I. Buchanan, eastern sales 
dol 


L. C. Tr 


ger of dealer development; 





manager : 


George L. Powell, assistant sales manager; Leo Hanlein, assist- 
ant sales manager; W. F. Switzer, manager of marketing and 
organization dept.; F. M. Drake, assistant sales manager. 
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H. K. Clark, vice-president and 
general manager, The Norton 
Co., Worcester, Mass., has been 





H. K. CLARK 


appointed Senior Consultant, Pri- 
orities Division, Office of Produc- 
tion Management. In accepting 
this position, Mr. Clark neces- 
sarily resigned as chairman of 
the Industrial Supplies Defense 
Committee composed of members 
from the three mill supply asso- 
ciations. In his letter of resigna- 
tion, Mr. Clark wrote: 

“At the Triple Convention in 
May in Chicago this committee, 


H. K. CLARK JOINES OPM FORCES 
AS SENIOR CONSULTANT | 


representing the three associa- | 
tions, was elected to coordinate | 





their defense efforts and to co- 
operate in all phases of the De- 





| 
| Management. 


| “It has been my privilege to 
| serve as Chairman of the commit- 
| tee and to do everything I could 
to bring to you an understanding 
of OPM and its problems, and to 
them an understanding of you 
|and your ability and desire to 
serve. 

| “It is necessary for me to re- 
sign my chairmanship and my 
| place on the committee effective 
| July 31. I am joining the Pri- 
| orities Division of the OPM 
| Tuesday, Aug. 5, and it is not 
| permissible to retain any official 
association connection while one 
is a member of OPM. 

| “I thank my fellow committee 
| members for their friendly and 
deeply appreciated help. I thank 
the members of the three asso- 
ciations for the honor of having 
been named on the committee 
and for the opportunity to act as 
Chairman.” 

W. C. Stauble, vice-president, 
Holo-Krome Screw Corp., Hart- 
ford, Conn., was elected chair- 
man of the Industrial Supplies 
Defense Committee, succeeding 


Mr. Clark. 








E.E.I. HOLDS HOME SERVICE CONFERENCE 


The first two-day conference 
of utility company home service 
directors and home economists 
was held at the auditorium of 
the Electrical and Gas Associa- 
tion of New York, Inc., Septem- 
ber 4-5, under the auspices of 
the Home Service Committee of 
the Edison Electric Institute, 420 
Lexington Ave., New York City. 
More than 250 guests heard the 
importance of the functions of 
the home economists emphasized, 
saw the newest ideas for demon- 
stration of all types of appliances 
for cooking and lighting applica- 


tions, and learned the latest facts | 


just developing in the National 
Nutrition Program, menu _plan- 
ning and the preparing of nutri- 
tious meals from limited varieties 
of food. 

“The effects of the war in 
England have shown us _ that 
women can be of the greatest 
service in educational work 
among all classes, on the prepa- 
ration of nutritious, well-balanced 
meals from limited varieties of 
food,” says C. E. Greenwood, 
Commercial Director, Edison 
Electric Institute. 


1941 
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“They are | 





also helping to spur economical 
use of electricity in the home, 
and rehabilitate older appliances 
in the event the demands of de- 
fense production make too drastic 
cuts in appliance manufacture. 
“As we approach the emer- 
gency period, these problems will 
grow in importance. The Edi- 
son Electric Institute has spon- 
sored this conference as a prepa- 
ration for the months to come.” 


STAR EXPANSION OPENS 
BUFFALO OFFICE 


The Star Expansion Bolt Co., 
147 Cedar St., New York City, 
has opened a branch office and 
warehouse at 60 Pearl St., Buf- 
|falo, N. Y., to serve northern 
| Pennsylvania and New York with 
| the exception of the Hudson 
| River Section. William G. Lar- 
son is district manager in charge 
of the office and territory. He 
has been salesman in that terri- 
| tory and associated with the com- 
| pany for 12 years. The Buffalo 
| office will handle the full line of 





Star products. 


fense Program by working closely | 
with the Office of Production 
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Because 
THEY ALWAYS SATISFY 


“* First to be Wrapped and Sealed in Cellophane 
%* Perfect Adhesiveness and Tensile Strength 
* Strong Distinctive Green Core 

*& Colorful Attractive Boxes 

‘& Acompany in the Insulation Business Since 1878 


Sold Exclusively Through Distributing Wholesalers 


HAZARD INSULATED WIRE WORKS 
DIVISION OF THE OKONITE COMPANY 
Works: Wilkes-Barre, Pennsylvania 
Offices in Principal Cities 


PANTHER t+ DRAGON 


FRICTION AND RUBBER TAPES 











OBITUARIES 





ALVAN T. SIMONDS 


Alvan T. Simonds, 64, presi- 
dent of the Simonds Saw & Steel 
Co., Fitchburg, Mass., passed 





ALVAN T. SIMONDS 


away Sept. 2. Mr. Simonds was 
recognized as an authority on 
steel making and was a pioneer 
advocate of the study of eco- 
nomics by business executives 
and all high school pupils. 

After graduating from Har- 
vard, Mr. Simonds took a post- 
graduate course in metallurgy at 
Sheffield, England, then started 
work for the Simonds Mfg. Co. 
as laboratory assistant at its steel 
mill in Chicago. During the 
next 10 years, he was succes- 
sively foreman of the machine 
knives, worked in the advertis- 
ing, cost, entry, purchasing and 
sales department of the Chicago 
firm. 

From 1910 to 1913 he was in 
charge of the erection and opera- 
tion of a new mill for the tool 
steel department of the company 
at Lockport, N. Y., and then in 
1913 became president of the 
firm that was afterwards named 
Simonds Saw & Steel Co. He 
relinquished that position in 1924 
in favor of his brother, the late 
Gifford Simonds, but resumed it 
at his brother’s recent death. 

Mr. Simonds spent consider- 
able years and large portion of 
his personal income in an en- 
deavor to “encourage business 
men to be more scientific and 
to bring them up in relation to 
industry more on the plan of the 
lawyer or the doctor.” He spent 
considerable effort attempting 
to make study of economics 
compulsory for seniors in all high 
schools in the United States and 
for some years offered money 
prizes for economic essays on 
subjects of current economic 
interest. 





MELVILLE BOZE 


Melville Boze, 54, former 
hardware man passed away re- 
cently of a heart attack. Mr. 
Boze had been well known in the 
hardware business having been 
associated at one time with the 
Keystone Bolt & Nut Corp., New 
York City, and prior to that 
with the Corbin Screw Corp. in 
its New York office. Mr. Boze 
is survived by his widow, who 
resides at 224 Colonial Ave., 
Charlotte, N. C. 


OTIS I. BENNETT 


Otis I. Bennett, 47, salesman 
in the western division of the 
Belknap Hardware & Mfg. Co., 
Louisville, Ky., passed away 
Sept. 3 of injuries resulting from 
an automobile accident. Mr. 
Bennett has been associated with 
Belknap since 1917. He leaves 
his widow, a daughter, and a 
son. 


JOHN MORSE 


John Morse, son of Colonel 
Robert H. Morse, president of 
Fairbanks, Morse & Co., died in 
on automobile accident recently. 
He was 25 years of age, and 
graduated from Yale in 1937. 
Since last, April, when he re- 
signed from the U. S. Navy be- 
cause of an eye deficiency, Mr. 
Morse had been assistant mana- 
ger of the company’s San Fran- 
cisco branch. He was killed 





JOHN MORSE 


August 22nd when the car in 
which he was a passenger col- 
lided with a bus during a dense 
fog on the approach of the Gol- 
den Gate Bridge at San Fran 
cisco, California. 


HARDWARE AGE 
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WILMOT M. PATERSON | deat of Steubenville had been | 


Wilmot M. Paterson, 65, a for- | associated with the hardware 
mer vice-president of the Trimont | company Saee 1914. His widow 
Mfg. Co., Roxbury, Mass., passed | SU*¥!¥&S- 
away recently. He leaves his 
widow and a daughter, Miss | 
Eugenie L. Paterson of New| 
Rochelle, N. Y. 


HARRY L. BERNSTEIN 


Harry L. Bernstein, 49, direc- 
| tor of sales of the Wabash Ap- 
| pliance Corp., Brooklyn, N. Y., 
HARLOWE W. MASTER | passed away suddenly Setember 
Harlowe W. Master, 65, part-| 5th. His death was unexpected 
ner in the M. & M. Hardware| and came while Mr. Bernstein 
Co., Steubenville, Ohio, passed | was on a vacation trip at Tampa, | 
away Sept. 7 of a heart attack.| Florida. He leaves his widow, 
Mr. Marlowe a prominent resi-! two daughters and two sons. 


Vanufacturers Asked to Name Priority 
Specialists Among Staff Members 


E. R. Stettinius, Jr. director of | creasing number of procedure | 
priorities has issued a_ state | problems. 
ment suggesting that manufac. “The solution of these prob- 
turers and producers specifically | lems may be expedited if some 
assign special members of their | member or members of the staff 
staffs to handle various priority | are assigned specifically to the 
matters. handling of priority problems 

A number of producers and | and procedures. If this is done, 
manufacturers have already ap-| the manufacturing plant will al- 
pointed priority specialists on| ways have available competent 
their staffs to handle priority | advice, within its own organiza- 
problems, so that all priority | tion, on how priority problems 
matters can be cleared through | may be handled and expedited.” 
one central office. Mr. Stettinius added that, 

Mr. Stettinius said: “As the} when necessary, the Priorities 
defense program continues, and | Division will be prepared to hold 
as shortages increase in a num- | training courses in priorities mat- 
ber of scarce materials, manu- | ters and procedures for the bene- 
facturers and producers will find | fit of priorities specialists within 
themselves faced with an _in-! homogeneous industrial groups. 








Reprinted from Buick Magazine. 
Courtesy, Buick Motor Division, 
General Motors Sales Corp. 


4N OFFICE IN AN ESTATE WAGON: Dave Godschalk who 
travels for the Masback Hardware Co., wholesale firm of New 
York City, finds this Buick Estate Wagon just what he needs 
for his work. He can carry a full line of samples together with 
catalogs, manufacturers’ displays, his full-fledged filing cabinet, 
and all other paraphernalia necessary to conduct the details of 
selling. He also finds the car a great convenience in carrying a 
party of his customers whenever he invites some to make a 





visit to his company. 
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This fabled crow, had he been a hardware dealer, 
would have merchandised bicycles most successfully. He 
knew that with a limited volume of water in a pitcher he 
had to raise the level if he was to drink bis fill. 


Shelby dealers can do some “crowing” now—because 
they have a complete line of Shelby bikes priced right for 
trading up. Thus, without increasing the numerical vol- 
ume of bicycles in their “pitcher”, they can raise their 
dollar volume to a profitable level. 


Important in any sellers’ market, because people with 
money in their pockets buy “up”, a good, properly priced 
line of bikes means even more today. Why? Because 
to the steadily increasing demand of the youth market for 
better bikes has been added demands of those adults who 
are turning to quality bikes for dependable, low cost 
transportation. 


Moral: To earn more profit from increased cus- 
tomer purchasing power while deliveries are lim- 
ited, concentrate sales on a good line of bikes 
which, like Shelby, is priced to give you higher 
dollar units of sale. 


Students Have Been Educated to the Shelby 
Safe-T-Bike 


Consistent advertising in BOY’S LIFE and AMERICAN GIRL 
has laid the groundwork for Shelby Sales to the youth market. 
Both parents and children will want to see Shelby when shopping 
for that new “going back to school” bike. 


Christmas Shoppers Will Be Asking About 
Shelby Transportation 


Feature your better models this 
Christmas. Your Shelby display 
will increase store traffic and 
give a big sales lift to items 
throughout the store. 









)SeLL SAFETY 














sett SHELBY < 


THE SHELBY CYCLE COMPANY 
SHELBY, OHIO 












Quiz games are fun, but not 
when you should be selling 
paint—that’s why Lowe 
Brothers dealers go for The 
Stylizer! It knows all the 
answers to prospects’ color 
questions, and it gives them, 
pronto—and makes sales 
faster and easier. 

As easy as ABC, The 
Stylizer turns prospects into 
customers because it’s the 
only modern paint selector 
which shows how to build 
new color schemes around 
present furnishings. Get all 
the facts about this sales 


BALL CONTACT 
WITH FLOOR 


THE SCHATZ MANUFACTURING CO. 
POUGHKEEPSIE, N. Y 




















/ me 


closer that works every 





single day for you, inside 
and outside your store. 
Write to: 


THE LOWE BROTHERS CO, 
DAYTON, OHIO 


FOR ALL-SEASON SALES 
THE STVLIZER 
" Swe Brothers 


HERE is the modern, stream- 
lined caster—the ball bear- 
ing “ACME” caster that rolls 
smoothly and easily in any 
direction. Protects floors, 
rugs and floor covering of 


any kind. 


« wy 


CASTERS 


A fast-selling item and a 
real profit-maker. “ACME” 
Casters sell themselves. All 
you have to do is roll an 
“Acme” on the counter and 
the sale is made. The exclu- 
sive ball bearing feature 
makes “Acme” the out- 
standing caster of the trade. 


e: 2640 Book Tower @ Chicago Office: 902 S. Wabash Ave 





Cleveland Office: 402 Swetland Building 
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ENAMELED UTENSIL MFRS. COUNCIL 
TO PUSH SALES AMONG CONSUMERS. 


As an aid to department, 
chain, hardware stores and other 
outlets in serving the greatly 
accentuated demand for enameled 
kitchen utensils during the past 
few weeks, the Enameled Utensil 
Manufacturers Council is launch- 
ing an extensive national con- 
sumer educational campaign to 
start immediately, it is an- 
nounced by D. S. Hunter, 
executive secretary. 





The campaign is designed to | 


help retailers take advantage of 
the new interest in enameled 


ware created by the spotlight of | 
y pee ae | transferred from the Dallas dis- 


national attention which has 
been focused on kitchenwares, 
in general, during recent months. 

Preliminary plans call, for a 
survey to determine current 
public opinion on _ enameled 
utensils. When completed, this 
will be followed by widespread 
informative edu- 
cational material telling the 
homemaker how to select the 
enameled kitchen utensils best 
suited to her needs. The deco- 
rative contribution of enameled 
ware to the modern kitchen, its 
sanitary features, ease of clean- 
ing and _ its 
efficient cookery will be stressed. 
Recommended assortments for | 


circulation of 


contribution _ to | 





families of various sizes also will 


be given, together with 
use for various foods in relation 
to families of various sizes. 

The Enameled Utensil Manu- 
facturers Council is composed 


of the principal American manu- | 


facturers of enameled kitchenware 
and allied enameled ware such as 
hospital, photographic, restau- 
rant, hotel and other commercial 
equipment. Headquarters of the 
Council are in Cleveland. Mem- 
bers include: Bellaire Enamel 
Company, Bellaire, O.; Belmont 
Stamping & Enameling Com- 
pany, New Philadelphia, O.; 
Canton Stamping and Enamel- 
ing Company, Canton, O.; Co- 
lumbian Enameling and Stamp- 
ing Company, Inc., 





infor-| Brownell Made Member 
mation on the right pieces to | 


Terre Haute, | 


Ind.; Crunden Martin Manv- | 
facturing Company, St. Louis, 
Mo.; Federal Enameling and 


Stamping Company, Pittsburgh, 


Pa.; Fletcher Enamel Company, | 


Dunbar, W. Va.; Geuder, 
Paeschke & Frey Company, 
waukee, Wis.; Jones 

Products Company, West Lafay- 
ette, O.; Lisk Manufacturing 
Company, Ltd., Canandaigua, 
New York; Moore Enameling & 
Manufacturing Company, West 
Lafayette, O.; National Enamel- 
ing & Stamping Company, Mil- 
waukee, Wis.; Polar Ware Com- 
pany, Sheboygan, Wis.; Republic 
Stamping & Enameling Company, 
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Mil. | 
Metal 


Canton, O.; Strong Manufac- | 
turing Company, Sebring, 0O.; 
United States Stamping Com- 
pany, Moundsville, W..Va.; and 
the Vollrath Company, Sheboy- 
gan, Wis. 

The educational campaign will 
be directed by the Lawrence H. 
Selz Organization of Chicago. 





REMINGTON TRANSFERS 
McCUBBIN TO PROMOTION 
C. F. McCubbin of the Rem- 
Arms Company, Inc.. 
Conn., has _ been 


ington 
Bridgeport, 


trict to the promotion division at 
Bridgeport, as assistant manager 
of the rifle section, reporting ad 
F. J. Kahrs, manager, it is an- 
nounced by R. H. Coleman, di- 
rector of promotion. 





TODD NIPPER NOW MADE | 


BY M. W. ROBINSON CO. | 


The M. W. Robinson Co., 28 
Warren St., New York City, has 
announced that it is now manu- 
facturing and distributing the 
“Todd” nipper formerly made by 
-~ T. D. Hotchkiss Co., Meriden, 


Conn. 








Eugene Field Society 


Adon H. Brownell, general 
sales manager of the Lockwood 
Hdwe. Mfg. Co., Fitchburg, 
Mass., has been made an honorary 
member of the Eugene Field 
Society, National Association of 
Authors and Journalists. Mr. 
Brownell is the author of the 
popular text book of which 
several thousands have been sold, 
“Taking the Mystery Out of 
Builders’ Hardware.” It is for 


that work that Mr. Brownell re- 
ceives this singular distinction. 





ADON 


H. BROWNELL 





LIFE’S LITTLE UPSETS 


HaeniYsen 





-.-.or Why Brats are Good— 


for Your Business! 






































BOOO! The freshly vacuumed rug is littered with 
confetti...and another Bissell ad gets immediate 
and thorough attention! 

Women “get a kick” out of the homespun happen- 
ings featured in Bissell advertisements. During 1941, 
these familiar little upsets are appearing in 22 national 
magazines ...a total of 114,189,400 sales-messages 
working for you. And they’re read by three to five 
more people than read other ads of the same size 
in the same magazine! 

No wonder Bissell advertisements “‘pay off”... 
especially when you push Bissell Sweepers in your 
own ads, and in your store-displays. 


a POINTS MAKE BISSELL SALES! 





1. THE EXCLUSIVE HI-LO Brush 
Control adjusts itself automati- 
cally and instantly to nap-length 
of any rug. 









2. THE STA-UP HANDLE does just 
that! It won’t fall to the floor 
when you run to answer the ’phone! 


3. ALL BISSELL SWEEPERS empty in 
a jiffy...and easily ...with 
thumb pressure. Streamlined styl- 
ing assures beauty and “eye- 
appeal.” 


4. MORE “BISSELLS"” SOLD than all 
other makes combined. Women 
say, “Grand for daily clean-ups. 
Saves vacuum for weekly clean- 
ings.’”’ 









FEATURE “BISSELL” FOR STEADY PROFITS 
BISSELL CARPET SWEEPER CO. 


GRAND RAPIDS, MICHIGAN 
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SCOTCH Zeca TABE 
CREATES Aa Z5* SALES 
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FOR STRIPING AND 
TWO-TONE PAINTING 


yea 


Scotch Decorators Tape makes a ready twenty-five cent 
sale every time you sell brushes, paint or abrasives for 
home decorating work. 
Tape is pressure sensitive—no moistening or equipment 
is necessary to apply. 
Packed a dozen 1” x 10-yard rolls to display box. 
Why not try several displays to help increase your paint 
department volume? 

Made and Patented in U. S. A. by 


MINNESOTA MINING & 
MANUFACTURING CO. 


Saint Paul _—— 
Branches in 


Canadian Mirs. and Distrs 
CANADIAN DUREX 


Minnesota 
>| Principal Cities 
“:/ ABRASIVES, LTD., 


IN 
COMBINED DISPLAY 


AND DISPENSER 





154 Pearl St., Toronto, Can. 


At the regular monthly meet- 
ing of the board of directors of 
the Jackson Mfg. Co., Harris- 
burg, Pa., John E. Core was 
elected president and director of 
sales. Other officers elected with 
Mr. Core to serve until the an- 
nual meeting in January, 1942, 
were: vice-president and super- 
intendent, William L. Fritz; 
secretary and treasurer, Arthur 
B. Flowers; asssistant treasurer 
and purchasing agent, Donald N. 
Shuler; assistant secretary and 
assistant purchasing agent J. R. 
Stauffer, and sales manager, 
John O. Nickey. 

Clinton L. Keister, trust officer 
of the Dauphin Deposit Trust 
Co., co-executor and co-trustee 
of the J. T. Hambay Estate was 
elected a director to fill the 
vacancy caused by the death of 
the late president, J. T. Hambay. 

The above together with Ross 
S. Jennings and William H. 
Neely constitute the company’s 

board of directors. 

Mr. Core has been associated 
with the Jackson Mfg. Co. since 
| 1904 and during that time he 
has acted as secretary and treas- 





J. E. CORE HEADS JACKSON MFG.; 
OTHER OFFICERS ELECTED 


urer, sales manager, and lately 
as vice-president. 

Mr. Fritz has been associated 
with the company since 1912. 
In 1917 he was appointed plant 





JOHN E. CORE 


superintendent which position he 
still holds. Messrs Flowers, 
Nickey, and Stauffer have been 
in the employ of the company 
23 years, 21 years, 19 years, and 
15 years respectively. 











| Toggle Bolt Inventor Spends 
90th Birthday at His Desk 


While many younger men were 
| withering under the intense heat 
that swept the country this sum- 
mer, M. H. Paine, chairman of 
| the board and plant superinten- 
| dent of the Paine Co., Chicago, 
| Tll., took each day’s work in 
stride, and on July 27 celebrated 
his 90th birthday, to complete 74 

| years of productive service. 


Starting to work as an appren- 
tice at the age of 16, Mr. Paine 
served 19 years as a millwright 
and carriage maker, which ex- 
perience ably fitted him for the 
position of general foreman at 
The Heywood-Wakefield Com- 
pany, where he was employed for 
25 years. In 1911, because of ill 
health, Mr. Paine was forced 
emporarily to interrupt his busi- 
ness career. While convalescing, 





| he invented and patented the 





Mr. Paine, who recently com- 
pleted 74 years of productive 





service and celebrated his 90th 


birthday. 


Paine spring wing toggle bolt. 
In 1912 he founded The Paine 
Co., to manufacture and market 
this new invention along with 
other builders’ specialties to 
j which he has devoted five and 
six days per week for the past 
30 years. 


BOOK ON AVIATION 


The “ABC Of Aviation” is a 
book that has been prepared by 
a recognized aviation expert for 
those who wish a reliable gen- 
eral introductory treatise to the 
study of aeronautics. It is pub- 
lished by The Norman W. Henley 
Publishing Co., 17 W. 45th St., 
New York City, at $2.50 per 
copy. 
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HARDWARE BRIEFS 








ALABAMA 
Opelika, 

. Phillips-Priester 
Hdwe. Co., Inc. 


ARIZONA 
Safford, 

M. & M. Supply, 
Fifth St. 


CALIFORNIA 
Portola 
Sausalito, 
Plumbing Co. 


San Jose, 
McLellan Hdwe., 





San Francisco, 


Graham Hdwe, 3040 


Clement St. 


e IDAHO 
4 Burley, 
Swanson Hdwe. 


n 
; ILLINOIS 
Chicago, 


Bigler’s Hdwe., Inc., 
228 N. La Salle St. 


Crete 


Plano, 
3 Plano Hdwe. 


IOWA 


Boone 


a Stuart, Belden 


KANSAS 
Kimgman, 
Kingman Hdwe. 


Eldorado, 
Oliver Hdwe. 


P MONTANA 
Thompson Falls, 
Macho’s Modern 


Store 


. Shelby, 
Curtis Hdwe. 


OREGON 
Oswego, 


Zenith Hdwe. 


Pineviell, 
Ochoco Hdwe. 


WASHINGTON 
La Conner, 
Dunlap Hdwe. 





Bothell, 
Jones & Mohn 


Chewalah, 
Sety’s 










Name and Address 


Sausaliot Hdwe. & 


1079 The Alameda 
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Feature 


Julien Phillips has bought all 

the outstanding stock in the 

business and will henceforth 

operate it as the Phillips 
dwe. Co. 


New hardware store carrying 
hardware, tools, plumbing, 
radio, paint and household 
appliances. 


New hardware, electric ap- 
pliance and furniture store. 


In new location. 


Purchased by Albert M. Cun- 
ningham. 


Purchased by C. Lloyd Logan. 


Store recently purchased by 
L. V. Morgan is being com- 
pletely remodeled. 


Recently incorporated by F. 
W. Bull, R. C. Rugen, and 
A. N. Thyfault. 


New hardware store carrying 
shelf hardware, housewares, 
paint and plumbing supplies. 


Has been remodeled and re- 
arranged. 


New hardware and appliance 
business opened by E. T. 


Dahl. 


In new location. Has enlarged 
stock. 


Purchased by R. V. Stuart, 
who will operate the business 
as the Stuart Hdwe. 


New business. 


Opened a new hardware di- 
vision. 


Purchased by Mr. and Mrs. 
H. A. Geringer and to be 
known as the Geringer Hdwe. 


New store. 


In new quarters on E. Third 
St. 


Recently took over complete 
line of home appliances and 
outboard motors from Le 
Conner Motor Co. 


In new location. 


James M. Ashley has become 
associated with the business. 
He was formerly with Kensen 
Byrd Co. 
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Owner or 
Manager 


Julien 


Phillips 


Welden 
Maloy 


Bill Dixon 
Thelma 
Mason 


Mr. and Mrs. 
John R. 
Dowling 


Matthew 
McKirgen 
Marinus 
Olsen 


Edward J. 
Delaney 


Frank Oliver 


H. E. Davies 


Joe Sety 








WHEN YOUR JOBBERS 
CATALOG SHOWS 
QuikwerKk TOOLS — * 


~ 
Mee 


REMEMBER... 














They’re Laboratory Inspected 


oa By recommending 
Quikwerk Tools, your 
jobber is showing his 
earnestness in supply- 
ing you with high-qual- 
ity merchandise. Quik- 
werk Tools give long 
dependable service be- 
cause they are not too’ 
hard nor too soft—the 
heat treating is uniform. 
You cannot see these 
qualities with the naked 
eye, but our lab checks 
them for you. ... As 
a result, Quikwerk 
Tools have the quali- 
ties you want for your 
customers. 


SEND FOR CATALOG 
SHOWING COMPLETE LINE 


WARREN TOOL CORPORATION 


WARREN, OHIO 

















NUMBER ONE TOOL 


FOR THE MAN WHO KNOWS 





HENRY C. ATKINS, 
president of E. C. Atkins & 
Co., Indianapolis, Ind., is 72 
years of age and has been 
identified with the hardware 
business for over half a cen- 
tury—to be exact 52 years. 
Born on Nov. 27, 1869, Mr. 
Atkins had his introduction 
to the business in 1889 when 
he became identified with E. C. 
Atkins & Co. He has never 
been with any other firm. He 
is identified with many organi- 
zations and is a director of 
the Indiana Manufacturing 





“Since 1857” 


A* a lineman or an electrician—ask a 
mechanic, a carpenter, or a master crafts- 
man anywhere! He'll tell you why Klein pliers 
are Number One choice of men who know 
good tools. Klein pliers are not “mass-pro- 
duced.”” Each tool is individually made, indi- 
vidually inspected—and while such a methed 
of manufacture is necessarily more expensive 


—a tool of Klein quality can only be produced 





the Klein way. 


Sone ale of Association, a former director 
thottiate Pech. DISTRIBUTED THROUGH JOBBERS BENRY C. ATKINS of the National Association of 
t j a ine . 

a ee Foreign Distributor: Manufacturers, a director of 


will be sent on 
request. International Standard Electric Corp., New York the Fletcher Trust Co. of Indianapolis, a director of the 


Hacksaw Manufacturing Association and a director of the 
Machine Knife Association. He states that his hobby is 
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Hardware Age 
Fifty Year 
Club 





nothing much,” but in view of the foregoing imposing 
list, it must have something. to do with the hardware 
business. 


JOHN WHITEHEAD 
MYERS, president and gen- 
eral manager of the E. B. 
Dawson Company, Boonton. 
N. J., is 75 years of age and 
has been in the hardware 
business for well over half 
a century—60 years to be 
exact. Mr. Myers was born 
on Dec. 16, 1865, and re- 
ceived his introduction to 
the hardware field on April 
11, 1881, when he was just 
about four months past his 
15th birthday. He is still 
taking an active part in both 
the business and in the life 

JOHN W. MYERS of the community in which 
he lives. He is financial sec- 
retary of the Boonton Exempt Fireman’s Association and 
is also a director of the Boonton-Mountain Lake Savings 
and Loan Association. He has always been intensely in- | 
terested in civic affairs and lists civic betterment as his | 
own particular hobby. 
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STOCK 


HOW 
THIS 

TOOL 
SELLS 
ITSELF 


Just hand your customer a Green- 
lee Push Drill and let him see how 
easy it operates... its sturdy con- 
struction . .. and its highly polished 
chromium finish. Show him both the 
all-transparent plastic handle and 
the hardwood handle with a trans- 
parent ring next to the metal cap 
showing the ends of the drill points, 
and explain that both handles serve 
as a magazine for 8 drill points. 
These Greenlee features will quickly 
sell this popular Push Drill to both 
the home craftsman and the profes- 
sional worker. 


Learn how this Push Drill and 
the other tools in the Greenlee Line 
can mean extra sales for you. . 
write for complete information and 
new 1941 Catalog No. 33! 


[T---SELL IT 


@ TRANSPARENT OR 
HARDWOOD HANDLE 


@ 8-DRILL MAGAZINE 


@ ALL WORKING PARTS 
FULLY ENCLOSED 


@ CHROMIUM PLATED 


@ BUILT FOR LONG 
HARD SERVICE 


@ FAST, EASY TO USE 











TGREENLEE TOOL CO. 


1715 COLUMBIA AVE. * ROCKFORD, ILLINOIS 


Tools That Stay Sold! 
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Washington News Reel 


(Continued from page 41) 


that Vice-President Henry A. Wallace, 


SPAB chairman, steps aside and dele- 
gates his authority to the former vice 
president of Sears Roebuck & Co., Mr. 
Nelson will be head man in the SPAB 
show. 

2 2 ® 


WHILE THE REORGANIZA- 
TION can be described as maintaining 
the industrialists’ influence in the de- 
fense picture, there can be no aseur- 
ances that the shake-up in defense 
machinery will be the last. Indeed, 
there are certain signs that a future 
reorganization may be in the cards if 
the new super set-up does not measure 
up to expectations. Such a _ course 
would not be incompatible with Mr. 
Roosevelt’s oft-repeated theory that if 
one plan does not succeed he will not 
be reluctant to try out something else. 

x * * 


THE REORGANIZATION of de- 
fense machinery embodies potentiali- 
ties for smoothing the allocation of de- 
fense and civilian supplies but it still 
lacks two features which during World 
War I were regarded by an earlier 
Democratic Administration as essential : 
(1) A definite plan; and (2) power 
and authority vested in one top execu- 
tive responsible for the defense pro- 
gram. 

x * * 

OPM’s ORDER, subjecting manila 
fiber and manila cordage to full priority 
control, permits Class C cordage—con- 
taining not more than 50 per cent 
manila fiber—to be available for civilian 
uses. The two top grades of cordage 
will hereafter be processed for sale or 
delivery only for defense orders, marine 
use, drilling cables for oil lines, and in 
hoisting and power transmission in 
mining operations. 

Shortages of manila fiber prompted 
the OPM action and stockpiles held by 
industry and by Federal agencies are 
to be increased. Abaca fiber, or manila 
hemp, highly desirable for marine 
cordage and used extensively for hard- 
ware rope and other purposes where 
lightness, strength and durability are 
essential, comes from the Philippines. 
The Navy Department has been on edge 
over the fiber picture ever since this 
country froze Japanese credits. Japan 
exerts a virtual monopoly over the in- 
dustry in the Philippine province of 
Davao and, although ample stocks of 
hemp exist outside Japanese control, 
the shipping shortage in the trans- 
Pacific is rapidly becoming acute. 

x * * 


INTERSTATE RETAILERS can 
now prohibit their employees from 
discussing union activities on company 
time without fear of being held in 
violation of the Wagner Act. Under a 
ruling issued by the NLRB, the board 


holds that retailers are in a class by 
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themselves because their employees are 
constantly engaged in meeting the pub- 
lic. Hence NLRB relaxed its previous 
interpretation and held the prohibition 
against union talk among retail clerks 
to be reasonable. 


x ** 


WHEN LEON HENDERSON 
was named OPACS head observers 
familiar with the Henderson technique 
knew that OPACS would be a one-man 
show. Their hunch was good though 
the job has been burdensome for the 
former Russel Sage Foundation econo- 
mist who first gained entre to the New 
Deal in 1933 when he criticized the 
NRA regime of General Hugh S. John- 
son, 

While Henderson was director of the 
Foundation’s consumer credit studies, 
his assistant was Rolf Nugent, Amherst 
graduate who has since authored “Con- 
sumer Credit and Business Stability.” 
When the OPACS administrator was 
designated a member of the three-man 
committee to work with the Federal 
Reserve Board on the new credit curb 
on installment selling, Nugent was 
named to fill Henderson’s shoes. 


x «wk 
DRASTIC REDUCTION of sup- 


plies of chrome because of the heavy 
demand by the steel industry has 
prompted OPM to launch a study of 
the subject. It is expected to show 
the need for restricting chrome for 
non-defense products. Derivatives of 
chrome ore are used in the preparation 
of mineral tonnage, which effects 50 
per cent of American leather produc- 
tion. Commerce Department shoe ex- 
perts have advised OPM that chrome 
derivatives while not essential enable a 
more rapid tanning than by the vege- 
table process. 





OPACS OFFICIALS are warning 
retailers against fly-by-night speculators 
who have been trying to take advantage 
of the OPM’s priorities critical list to 
corner the market on such items as 
asbestos roofing products and frac- 
tional horsepower electric motors. 

Advising against being exploited by 
selling to “defense racketeers” or by 
buying from them, OPM has given as- 
surances that it will provide adequate 
supplies of needed materials for na- 
tional defense plants. OPACS big- 
wigs at the same time insist that should 
civilian shortages develop, they will try 
to allocate remaining supplies on an 
equitable basis and prevent price in- 
creases not dictated by unit cost ad- 
vances. 

Defense agencies are investigating 
the unscrupulous firms, all of whom are 
said to possess only a telephone, an 
address, and a name. The story goes 
that they telegraph jobbers and re- 
tailers suspected of having large inven- 
tories, and offer them “spot cash” for 
supplies of materials on the priorities 
list. 

2 


OPACS HAS ASSIGNED a 
senior classification for available sup- 
plies of Freon refrigerant gases, thereby 
theoretically assuring the maintenance 
and operation of heusehold refrigera- 
tors for the duration. Freon is the 
proprietary name for the gas which is 
made from carbon tetrachloride. Heavy 
defense needs for chlorine, from which 
carbon tetrachloride is made, have pro- 
duced shortages in many of the chlo- 
rine derivatives. 


Self-Service—an Economical Method of Distribution 


T is important today for all busi- 
ness men to take full advan- 
tage of the most economical 
methods of distribution and the self- 
service system is one that is fast 
revolutionizing the entire field of 
distribution. 
However, not all kinds of mer- 
chandise can be successfully sold by 
the self-service method. House- 


Editor’s Note: From an address by 
Harold F. Guinn, eastern sales man- 
ager, Reflector Hardware Corp., be- 
fore the joint session of the Sales 
Promotion and Merchandising Divi- 
sions of the mid-year convention of 
the National Retail Dry Goods As- 
sociation, Stevens Hotel, Chicago, IIl., 
June 5, 1941. 


wares is one line of several that 
is most adaptable to this type of 
selling. 

This method has the following 
advantages: (1) Reduction of oper- 
ating costs; (2) Increase in average 
sales; (3) Increase in turnover; 
(4) Assistance in inventory and 
stock taking; (5) Increase in as- 
sortments; (6) Suggestion of com- 
panion sales; (7) Reduction in 
soilage and pilferage; (8) Cheapest 
method of display; (9) More at- 
tractive and colorful; (10) Em- 
phasis on merchandise than fix- 
tures. 
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Looking 





for a 
Hardware 


Store ? 





HE place to find it is 

under the heading of 
Business Opportunities in 
the Classified Opportun- 
ities Section of the regular 
issues of Hardware Age. 


By watching the for-sale ads 
you'll be reasonably sure to 
secure a good paying busi- 
ness at a fair price or better 
still, let the trade know the 
kind of a store you are look- 
ing for. 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42d Street 
New York City 
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“SASH CORDS 


eh sAMSO 


N sPO 
PHOENIX 





SAMSON SPOT 


Known to dealers, archi- 
tects, builders, and home 
owners, for nearly half a 
century, as the most dura- 
ble material for hanging 
windows. Made for longest 
possible wear in running 
over pulleys or in any use 
requiring smooth, strong, 
solid braided cotton cord. 
Guaranteed free from im- 
perfections. Samson Spot 
Cord is marked with a suc- 
cession of colored spots 
(any color), which with the 
words “Spot Cord” are both 
trademarks (Reg. U.S. Pat. Off.) 


PHOENIX 


Next best value to Samson 
Spot Cord, and known to 
the trade for nearly as long. 
An excellent cord for use 
where the best is not needed. 
Uniform, strong and dura- 
ble. Good for clothes line 
and general use as well as 
for hanging windows, 


AETNA 


The best cord at a low price. 
All yarn throughout, with no 
loading to increase weight 
and decrease durability. 
Smooth, firm and tough. 


To obtain perfectly and per- 
manently balanced windows 
use good sash cord and suit- 
able weights and pulleys. 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 







The Business and Home Life of 


Hardware Men in Englan 


Under War Conditions 


By SAUNDERS NORVELL 


E have written very 
little about the war, because our 
daily papers are so full of all kinds 
of war news that little is left to be 
said. The censored news is repeated 
and chewed over so much by report- 
ers that much of it has become tire- 
some. Reports from warring coun- 
tries are so contradictory that we 
hardly know what to believe. 

But I am sure that extracts from 
letters written by Harold Whitehead 
of London, England, will be found 
interesting. Not only that but we 
can find certain suggestions, espe- 
cially those on “Bring Out Your 
Dead Stock,” which are valuable as 
our merchants in this country al- 
ready feel the shortage of certain 
lines of “defense” goods. Many 
readers will recognize Mr. White- 
head as a one-time regular contribu- 
tor of merchandising articles which 
appeared in Harpware Ace about 
20 years ago. 

Mr. Whitehead’s letters tell their 
own story. I feel it would be in the 
form of an anti-climax for me to 
make any remarks about the cour- 
age of the London hardware men 
who are there carrying on—cheer- 
fully doing their best under the cir- 
cumstances. They are on the job! 

* * * 


This story naturally falls into 
three divisions. Home life under 
falling bombs; doing business under 
fire, and, last but not least, the prob- 
lem of our friend the English sales- 
man in getting around and making 
his quota despite air raids and a dis- 
rupted transportation system. When 
our American salesmen start their 
cars let them think of the carless 
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Business “carries on” under the 


falling bombs and finds time 


to give valuable suggestions 


English bagman who is now depend- 
ing almost solely on shank’s mare. 
| can’t repress a smile when I think 
of some of our own fat salesmen 
under such conditions. I quote from 
Mr. Whitehead’s letters the follow- 
ing: 

“Just a note to say that everything 
is moving well with us, and to send 
you a ‘general letter’ which perhaps 
you will take as personal. I had to 
adopt this method as the only way 
of keeping up correspondence with 
my good friends, when time prohib- 
its sending long letters to all of you. 

“Glad to say that we are all quite 
well here. I am very busy and we 
are all feeling very bucked over the 
marvelous way America is coming 
to our assistance. 

“Yours sincerely, 
(Signed) Harold 
“Harold Whitehead.” 


An Air Raid 


Last week I had to go to a West 
Coast town for two days, on busi- 
ness. I got there in time for lunch 
and was busy all afternoon. 

“At 5 o'clock a friend called for 
me in his car and we drove to his 
house. At 5.45 we sat down for high- 
tea; my friend, his wife and two 
sons, aged 11 and 13, and myself. 

“After a jolly good meal—sand- 
wiches, cakes, bread and butter (cut 
English style—naturally!), toast, 
jams, tea, with sugar (for he had 
enough) we got around the fire for 
a smoke. 

“A game of ping-pong was sug- 
gested, and as I fancy myself at the 
game I agreed, and Mr. X, the boys, 
and I went to the attic room which 


was really a big games room for the 
boys. 

“I lost two games, and the third 
was started. I was leading 14—12 
and determined to put it over. Then 
the siren wailed and a minute later 
the A.A. guns started—they sounded 
just as if they were in the garden 
(they nearly always do!). 

“Mr. X grinned. ‘I’m afraid we'll 
have to go down. You see, [’'m a 
warden.’ So the light was switched 
off (it’s astonishing how we auto- 
matically cut off lights when not es- 
sential) and down we went. Mr. X 
and the boys put on their tin hats 
and went out. I put on my hat and 
coat to ‘see what’s doing.’ But as I 
heard a clatter of shell splinters on 
the road, decided to stand in the 
shelter of the porch. 

“The sky was bright with the 
flares, and then we started sending 
up tracer bullets. These look like 
red balls rising with a leisureliness 
that seems astonishing. All ’round 
a flare, and from different directions 
you see the tracer bullets, ascending 
languidly to hit a flare. 

“Many flares simply burn out, but 
quite a number are hit and then sud- 
denly there’s a space of inky black- 
ness where the flare was. Quite in- 
teresting to watch. 

“By this time about twenty ambu- 
lances had lined up in the street, 
ready for service in that part of the 
town. The neighbors’ wives—three 
of them—and a little girl of seven, 
trooped into the house and to the 
rear sitting room. This room was 
strengthened with steel uprights and 
a double layer of corrugated iron on 
the ceiling. Four beds were ready, 
and a few chairs round an electric 
fire made it comfortable as well as 
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SAVE CUSTOMERS’ TIME— 
REDUCE A MAJOR WORRY 


Two good sales points for today 





1 Dixon’s Ticonderoga Flake Lubricating 

= Graphite is unaffected by heat, pressure, 
solvents, excess moisture. Lubricates 
where other lubricants fail. Mixed with 
oils and greases, it lends added lubricat- 
ing and endurance qualities. THAT 
MEANS ANY GIVEN LUBRICAT- 
ING JOB NEED BE DONE LESS 
OFTEN. 


2 Alone or in mixture, this pure, natural 
@ flake graphite impregnates wearing sur- 
faces with a durable, microscopically thin 
lubricating film that often prevents costly, 
schedule-wrecking damage when periodi- 
| cal lubrication is neglected. THAT 
MEANS LESS WORRY ABOUT 
, MAINTENANCE SUPERVISION, 
LESS FEAR OF PRODUCTION 
INTERRUPTIONS. 





DIXON'S TICONDEROGA FLAKE 
LUBRICATING GRAPHITE — Particle 
Size No. 1—large, lubricous flakes. 
Particle Size No. 2 — finely sub- 
divided, powdered flakes. 


DIXON'S NO. 635 — Minutely sub- 
divided particle size for close toler- 
ances. 


DIXON'S MICROFYNE POWDERED 
GRAPHITE — Microscopically sub- 
divided particle size for mixing with 
oils and greases. Also “shot” through 
handy Dixon’s Graph-Air Guns for 
dry lubrication of locks, small tools, 
etc. Can’t drip, gum, nor collect dust. 


Write for Booklet C-40. 





DIXON’S SOLID BELT DRESSING 
ANOTHER TIMELY TIME-SAVER 


No need to shut down for applica- 
tion of this belt dressing. Just hold 
big 2” x 8” bar against running belt. 
Contains no graphite. Reduces belt 
slip and lengthens life of leather, 
rubber and composition belts. Write 
for Booklet O-40. 





JOSEPH DIXON CRUCIBLE CO. 
ce wf 


2 Jersey City, New Jersey 
GRAPH. i ORY GRAPHITE 
10¢ we Wy, yoy 
LETS, iwi =| vans 
30 SQUEEZE "EM Leoteere ) 
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ITS A “CINCH” 


TO SELL 





GREASE GUNS and FITTINGS 


Many hardware dealers and farm equipment dealers have 
built profitable lubrication equipment business with the 
Lincoln line. 


Lincoln manufacturesa 
wide range of Grease 
Guns and KLEENSEAL 
Grease Fittings to meet 
every lubrication service 
need. The fact that many 
of the leading manufact- 
urers of industrial ma- 
chinery, farm machinery, 
tractors, trucks and pass- 
enger cars have standard- 
ized on Lincoln Guns and 
Fittings assures a ready 
acceptance and a profit- 
able market. 


Lincoln manu- 
factures Kleen- 
seal Fittings, 
Pin-Type Fit- 
tings and But- 
ton Head Fit- 
tings ina full 
range of sizes. 


Lincoln Grease guns 
are availablein either 
push-type or lever- 
type, in capacities 
from 3 to 18 ounces. 


LINCOLN HIGH-PRESSURE 
GREASE GUNS—25-Ib. 
capacity grease guns for 
the lubrication of mach- 
inery, farm implements, 
automobiles and trucks, 
where high pressures 
are required to lubricate 
close fitting bearings. 
Will pump heavy fibrous 
au as fluid lubricants 
and develops 3500-lbs. 
of pressure with ease. 
Available in models for 
push-type fittings, pin- 
type fittings or standard 
button head fittings. 


LINCOLN VOLUME TYPE 
GREASE GUNS—These ’ 
25-lb. capacity grease guns will 
safely and quickly handle the lu- 
brication of farm machinery such 
as crawler type tractors and other 
farm implements where a volume 
of lubricant is required. They are 
designed to pump fluid or semi- 
fluid lubricants and will develop 
2500-lbs. pressure. 

Consult your nearest Lincoin 


jobber, or write us for details 
on the complete line. 


LINCOLN ENGINEERING CO. 


Pioneer Builders of Lubricating Equipment 
ST. LOUIS, MO. 











safe from anything except a direct 
hit. The window was boarded up 
inside and sand-bagged outside. 

“This room is a kind of ‘commu- 
nity’ shelter for the neighbors’ wives, 
whose husbands are in the A.R.P. 
er Fire Watching—which most of us 
wre doing today. Coffee and cakes 
were served about 10 o’clock as the 
‘blitz’ was still on. 

“Then a change came, we heard 
the bombs falling on the center of 
the town, right over the shopping 
district. Fires spurted up. Some 
developed into big blazes, others 
were evidently immediately put out. 

“One elderly woman was sitting 
on the edge of a bed, smiling me- 
chanically and with a scared look in 
her eyes. The telephone rang and a 
moment later Mr. X stuck his head 
inside and grinning cheerfully, called 
to the woman on the bed, “That’s a 
call from Roger. He says to tell you 


he’s all right, some H.E.’s dropped 
near him but everything’s under con- 
trol.” Then he vanished into the 


street. 


“Eleven o'clock and the ‘all clear’ 
sounded. After half an hour’s delay 
I got a taxi and drove to my hotel. 
A corner had been knocked off it, 
but no real damage. Just below a 
building had been hit and an ambu- 
lance was leaving with the last of 
the injured. Some were beyond the 
need of ambulance—or any other 


help. 
“To bed and—believe it or not— 


fast asleep before midnight. Noth- 


ing spectacular about this episode. 
I was not in any real danger and 
the raid was comparatively a mild 
one. But when in the morning I saw 
a number of small villas smashed to 
pieces and thought of the people 
who were made homeless, I under- 
stood the cold hatred and contempt 


felt by these homeless, innocent peo- 
ple, for a brute nation which could 
indulge in such stupid and useless 
destruction. 

“And I am satisfied I would have 
won my game of ping-pong if ‘Jerry’ 
hadn’t butted in! 

* * * 

“Food. Really we do very well, 
and I am certain we can stand much 
tighter rationing with no real loss. 
Citrus fruit is missed, no grapefruit 
or oranges for eating, although Se- 
ville oranges for making marmalade 
come in. Bananas are gone, and, at 
present, we can’t get any eating ap- 
ples, although there are plenty of 
cookers. 

“At home we enjoy baked apples 
with honey to sweeten them. Raisins 
are hardly obtainable, but we get 
dates. Our sugar rations see us 
through, just. 

“Meat, we get 30 cents’ worth per 


TWO SHUTTERED ENGLISH STORE FRONTS—A CONTRAST 
























“In business and very much so. 


An illustration of a shuttered 


window that indicated in no uncertain way a cheerful, go-ahead, 


determined-to-win attitude .. . 
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vital to your prospect of sales.” 


Illustrations 

and captions 

from The 
Robbialac Agent 


Below — “Out 
of business — 
the type of 
shuttered win- 
dow that ad- 
vertises a des- 
pondent, pre- 
pared - for-the- 
worst attitude. 
Truly a win- 
dow that could 
not but help 
your rivals 
and ruin you.” 





HARDWARE AGE 

















fe 














THEY IGNITE QUICKLY! 


Because R/M Woven Glass Wicks ignite so 
quickly, customers get better stove per- 
formance—a fact that will keep them sold 
on R/M Woven Glass Wicks, once they 
have tried them. It will pay you to urge your 
customers to try these glass wicks. Pack- 
aged in attractive blue and silver boxes, 5!/2 
feet per box. Also available in 100 ft. rolls, 
in dispenser carton. 


Six Other Advantages: 


Nearly perfect combustion. Reinforced yarn pro- 
tects burning edges. Quick to go out—eliminating 
odor. Carbon forms slowly, wipes off easily. Eco- 
nomical because longer lasting. Novelty 
appeal creates sales. 






IND JSTRIAL SALES Division 


RAYBESTOS-MANHATITAN, INC. 


MANHEIM, PA NORTH CHARLESTON 
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RINK ROLLER 
SKATES 


Be in a stronger position to 
benefit from the growing na- 
tional interest in rink roller 
skating by offering this néwly 
designed, multiple - feature 
Rink Skate by Union Hard- 
ware. Scientifically built to 
provide the utmost in skating 
comfort, without sacrifice of 
any of the well-known Union 
Hardware qualities of strength 
and ruggedness, this skate will 
prove a profitable, steady-sell- 
ing addition to your sporting 
goods line. Available in a full 
range of sizes in either clamp 
or screw-to-boot pattern. Your 
jobber can supply you. 










NOTE THESE 
OUTSTANDING 
POINTS 
One skate satisfies the 


requirements of all 
types of skating. 


* 
Floating truck design 
permits adjustments, 


without strain, for any 
degree of skating ac- 
tion from the so-called 
45 degree to the 10 de- 
gree and beyond. 

* 
Trucks mounted  en- 
tirely on rubber for 
smooth, shock - proof 
riding. 

* 


Adjustable double ball- 
race precision bearings, 
hardened and tempered. 
* 

One-piece ribbed bridge 
construction from cold 
rolled steel for sim- 
plicity, lightness and 
strength. 


* 


True-running reversible 
wheels. 
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person a week. Not much, yet we 
get by nicely with chicken, rabbits, 
fish, ete. 

“Butter is limited, although our 
butter ration is to be increased next 
week. Jams and marmalade are now 
rationed at half a pound per person 
a week. 

“Tea ration is ample, and coffee 
is not rationed—yet. No cream at 
all. 

“Bacon very scarce 
means important. 

“Onions are scarce—and 
their scarcity is the subject of many 
jokes. For example, an ‘onion 
breath’ is now a sign of affluence; 
and the girl who owns half a dozen 
ean pick and choose a husband any- 


but by no 


very 


where! 

“Our girls are learning that war 
is hell—output of lipsticks, nail pol- 
ish and powder is very much re- 
duced. 

“President Roosevelt’s speech was 
grand. Its direct and forthright lan- 
guage has cheered us up wonder- 
fully. We are all ready to pull in 
our belts a couple of notches (only 
we don’t wear belts—still stick to 
suspenders) if necessary. No effort 
or sacrifice is too great for the priv- 


ilege of being free people.” 


PECURA 


O material costs less than PECORA CALKING 
COMPOUND on a performance basis. 


CALKING 
COMPOUND 





“Everit B. Terhune, Esq., 

100 East 42nd Street 
New York 
“Dear Everit: 

“IT sent a letter to you yesterday 
and now I am sending another with 
a copy of The Robbialac Agent. It 
occurs to me that this will prove of 
real interest to you as an example of 
how industry is meeting optimisti- 
cally the terrific problems which it 
has to work under today. This par- 
ticular concern has been bombed 
two or three times, but it is still 
carrying on and meeting its commit- 
ments. This house-journal is dis- 
tributed to the hardware stores in 
the country which carry its supplies, 
and the number runs into thousands. 
You will notice that it not only deals 
with the problems of the paint trade 
itself, but it is full of good sugges- 
tions for the hardware man himsel/ 
in dealing with his own difficulties. 
I am not suggesting that Jenson & 
Nicholson are doing anything that 
other manufacturers are not doing. 
but it does illustrate the way that 
hardships and handicaps are being 
faced up to and met with courage 
and optimism.” 

From The 


house organ 


Robbialac Agent, a 
published by Jenson 

















bring more comfort and greater fuel economy to any 
home. PECORA has been time-tested since 1908. 
Properly applied, it will not dry out, crack or chip, 
and will permanently seal joints between all build- 
ing materials. More important buildings have been 
calked with PECORA than with any other material. 
It is available in bulk—or in non-refillable metal 
cartridges for use with the PECORA High Pressure 
Calking Gun illustrated. 





WRITE 
FOR 
BOOKLETS 






Lawrence & Venango St. 
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PECORA PRODUCTS 


Roofing Cements 
Furnace Cements 
Casement Putty 

Metal Sash Putty 
Glazing Putty 

Stove & Boiler Putty 
Perfect Patching Plaster 


PECORA PAINT COMPANY, Inc. 


Established 1862 by Smith Bowen 


Philadelphia, Pa. 


Member of Producers’ Council, Inc. 
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& Nicholson, Ltd., London, England. 
in the service of Robbialac selected 
agents and their staffs, I quote these 
extracts from an editorial by B. J. 
Nicholson, M.B.E., managing direc- 
tor of this firm: 

“The proven knowledge that Brit- 
ain can indeed ‘take it’ has heart- 
ened even those who are themselves 
sufferers; we are released from that 
fear of the unknown which has 
hitherto had so stultifying an effect 
upon active enterprise. We are no 
longer waiting for the worst; we are 
again hoping for the best. The turn- 
ing point has come. 

“Right up to September last, cau- 
tiousness had put a rigid brake on 
retail activity. The public, infected 
with the ubiquitous uncertainty, 
were reluctant to buy anything but 
immediate necessities. The trader, 
recognizing this attitude, was equally 
loath to carry full stocks until he 
knew which way the ‘cat would 
jump.’ 


Tables Are Turning 


“Now, things are ‘jumping’ with a 
vengeance—the just vengeance of a 
rightful and undefeatable cause. 
Tables are perceptibly turning; un- 
foreseen breaks are showing on the 
horizon. 

“Let us, then, get down to the 
proverbial brass tacks. Let us frank- 
ly review the possible shortcomings 
of the near past, in order to see how 
we may best apply new confidence 
and foresight to the immediate prob- 
lems of day-to-day trading. 

“In the first place, every retailer 
should assure himself that there has 
been no slacking-off in the matter of 
attracting custom. If business tends 
to be slow, that is no legitimate cause 
for apathy; rather it is the soundest 
of all reasons for greater effort. 

“If the shopkeeper cannot always 
obtain adequate supplies of those 
commodities for which he knows his 
particular public will ask, surely his 
policy should be to make up for such 
lost turnover by selling other goods 
which his customers may be induced 
to purchase. (An article, ‘Bring Out 
Your Dead Stock,’ on page 8, deals 
with this aspect of the problem. 

“Windows must be kept lively, 
and the ‘bait’ changed as often as 
possible—if only by re-arranging 
the juxtaposition of the goods shown, 
changing the emphasis, making the 
whole display look like current news. 

“In some areas, where air raids 
are of likely occurrence, it may have 
been wise to protect the window- 
glass with wooden shutters or bat- 

(Continued on page 122) 
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Sherman has a NEW line of 
Lawn Hose Goods that’s SENSA- 
TIONAL! Different from any- 
















thing you’ve ever seen. New Items. 
New color. Terrific sales appeal! 
You saw how the unique Sherman 
line sold this year. Now Sherman 





SG \ 
@ 
Ii , has another surprise for you. You 
Ci s won't want to miss this. Hold up 
your orders and WRITE TODAY 


2 
) for new Sherman Catalog of Lawn 
Va Hose Goods! 


H. B. SHERMAN MFG. CO. 














Battle Creek, Michigan 





MANUFACTURING CO. 


Sterling, Illinois 
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Precision Tools 
i, 
— 


Diamalloy Wrenches 


Made of special alloy steel—Twice as 
strong yet a third thinner and lighter than 
standard pattern. Will fit in small places 
and withstand severest possible strain 
without damage. 

Furnished chrome nickel plated with 
sides of head buffed to a high, beautiful 
lustre. Handle has soft, velvety finish— 
pleasing to hold—not slippery. 



















It is said: “Opportunity 
knocks but once!” That 


depends upon the “door”. 


Opportunity is constantly 
knocking at the door labeled 


—> J CLASSIFIED 
OPPORTUNITIES DEPARTMENT 


in every issue of Hardware Age. Here the advertise- 
ments under Positions Wanted, Help Wanted, Accounts 
Wanted, Sales Representatives Wanted and Business 
Opportunities are proving real opportunities for hardware 
men who are looking for help as well as those who are 
seeking positions. 


i, 


‘epnd 
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Diamond Pliers 


Made in many patterns and finishes—slip- 
joint style—cutting pliers—needle nose 
pliers, thin and bent nose pliers, and spe- Send your copy with remittance to— 
cial tools such as motor pump and battery 


a HARDWARE AGE 
Classified Opportunities Dept. 


Diamond Calk Horseshoe Co. 
Git Greet hin. OO 100 East 42nd St. + New York, N. Y. 
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New and Improved Merchandise—Display Helps—Sales Literature— 


Portable Heaters 


The addition of two new low-priced 
models of modernized design and the 
discontinuance of several old models of 





Perfection kerosene burning portable 
heaters is announced by Perfection 
Stove Co., Cleveland, Ohio. This re- 
duces the number of current models 
from 13 to eight. The new models are 
somewhat similar to what has been 
called the modern line of heaters, of a 
design that is streamlined to the floor, 
the heaters resting on a circular base 
instead of legs. 

Model No. 735 is the “firelight” type, 
with a firebowl drum or globe of “Pyrex 
brand” glass, making the flame visible. 
Model 730 is of similar design, but with 
a metal drum. Model 735 retails at 
$10.95, and Model 730 at $8.25. Prices 
slightly higher in the Far West. 


Timing Device for 
Rittenhouse Chime 


In connection with its announcement 
of new 1942 models of electric door 
chimes, The A. E. Rittenhouse Co., 
Honeyoe Falls, N. Y., announces a newly 
designed timer which controls the note 
sequenee in certain multi-note models. 
Styled the “Rhythm Master,” this timer 
is said to have several distinctive fea- 
tures which contribute greatly to both 
chime tone and performance. It has only 
one moving part, and this is submerged 
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in oil within a hermetically-sealed steel 
cylinder. The simplicity of design and 
operation in oil, combine to reduce wear 
to a point where it is practically 
eliminated, it is claimed. There is no 
possibility of arcing, at contacts, and 
performance is noise-free 


Self-Cleaning Rake 


This “Crescent” self-cleaning rake 
moves back and forth without lifting it 
from the lawn to remove grass and 
leaves. The rake glides easily as it is 
pushed back, and refuse is said to fall 
away of itself. Combs and straightens 
all types of grass and can be used suc- 
cessfully on creeping bent grass, maker 
states; it lifts the stringers or stollens 
of creeping bent grass; also lifts the 
ends of Bermuda and crab grass to be 





cut. One side of the crescent-shaped 
blades is flanged for harrowing or 
breaking up of sod lumps. It also 
mulches the ground for seed beds, flower 
beds, etc., to make reseeding lawns easy. 
4. & A. Mfg. Co., 843 N. California 
Ave., Chicago, Ill. 


Dripless Servers 


Priced to retail at $1.00, the new No. 
915 gift set now being introduced by 
Federal Tool Corp., Chicago, Ill., con- 





sists of matched twin dripless servers, 
48-0z. and 11-oz. sizes, tissue packed in 
a modern set-up gift box. Servers have 
“Tenite” plastic tops and slides in red, 
green, yellow, blue; ribbed clear-glass 
containers. 


“True Temper” Shears 


The American Fork & Hoe Co., Cleve- 
land, Ohio, announces a complete line 
of hedge, lopping, pruning and grass 
shears, forged from tough electro hard- 
ened steel fitted with streamlined deco- 
rated handles. Illustrated is No. 108 
hedge shear with 8-inch blades. Exclu- 
sive features include draw cut action 
to give a slicing cut; electro hardened 
pivot bolt for lifetime service. Patents 
applied for cover features of this tool. 
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for Retail Hardware Stores 
Oe OR TT 


Window Trims—New Packages—New Colors—Catalogs 


Door Knob Fastener 


The “Skotch” door knob fastener is 
said to hold knob on shaft when old 
screw fails. Applied by snapping pin 





into hole of door knob; curved spring- 
metal clip holds pin permanently in 
place. Superior Fastener Corp., 5224 N. 
Clark St., Chicago, Il. 


Schick Deals 


The deals for the retailers are known 
as the “Lucky 7” and the “Special 4.” 
In the former, a store buys any assort- 
ment of six from the three Shick mod- 
els, the Colonel, the Flyer, or the Dress 
Kit. With each deal the retailer gets a 
Schick Colonel free, making the net 
discount 47.5 to 50 per cent, depending 
on the assortment. With the Special 4 
deal, the retailer buys any three Shick 
shavers and is entitled to a Colonel for 
$5.00, making the discount range from 
44 to 45.8 per cent. Retailers are lim- 
ited to ten deals in both cases. Window 
and counter cards, consumer folders and 
newspaper mats are included in the 
sales helps. Schick, Inc., Stamford, 
Conn. 
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Shelby Promotional Kit 


Keyed to the theme of rising national 
income and the new consideration be- 
ing given the bicycle as a transportation 
vehicle, the kit includes a portfolio of 
local promotion ideas, free newspaper 
mats, publicity stories, radio announce- 
ments, a handsome decalcomania insig- 
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nia, colorful pennants, individualized 4- 
color postcards, and a colorful, effective 
display card. This material is presented 
complete in an attractive red, white and 
blue portfolio and mailed in a large, 
bright-colored envelope illustrated to 
dramatize the contents. The Shelby 
Cycle Co., Shelby. Ohio. 


Set HIDDEN 
DOLLARS 
with 


SCREW 
‘EXTRACTORS 


Genuine “Little Giant” Screw Extractors will 
help boost your tool sales volume. Every 
mechanic and shop need them. Get this extra 
volume by pushing the ones they have learned 
to trust — Genuine “Little Giants”. Packed 
singly or in sets. 


GREENFIELD TAP AND DIE CORPORATION 


GREENFIELD, MASSACHUSETTS 


Detroit Plant: 2102 West Fort St. 
Warehouses in New York, Chicago and Los Angeles 


In Canada: Greenfield Tap and Die Corporation of Canada, Ltd., 
Galt, Ontario 











WHY N07 MAKE 
WEW PROPIIE SEU 
WHINWEY HAMPERS 





HAMPER CONSTRUCTION FEATURES 


Stop-hinge attached . spe- 7 

cial hardy ood back frame ; -: 

with large head screws. (will Fe a 

not break off.) SX wm 

Completely tenoned and et 
top frame. (No twist- = 

ing or breaking apart.) 


‘Doweled lege chucked and | Y 
- = frame for rigid f * 
support. 4 an 


ne ‘ ' 2 


Mendice masigad *°° == 



















|, celluloid covered and 
pe a cemented. (No a 
chipping.) 











Fabric tightly shrunken to | 2 
frame. (No loose fitting | 
sides- no unsightly bulges.) | 



















All interior frame surfaces smooth a 
(No rough edges to catch on dainty garments. 








Specially prepared clastic paint finishes. (Pre- 
vents chipping and peeling.) 
















GET THE EXTRA PROFIT 
FROM EXTRA SALES — 
ORDER WHITNEY NOW 







PRICED TO SELL 
FROM $2.95 


ly Lillis a Delle Peay” 
Whitnevuamrers 
festa ets 


98 


WHATS NEW 


”” ° 
“Durastac” Chimneys 
The Skuttle “Durastac” vitreous en- 
amel-lined chimney is said to provide a 
practical and low-cost lined chimney 

















that is easily and quickly installed. 
Sections are made in stock sizes from 
3 in. to 10 in. in diameter of 6, 12, and 
24 in. standard lengths; 224% deg., 45 
deg., 90 deg. elbows and open or closed 
tees with drain provision. Also oval to 
round union joints. Skuttle Sales Co., 
1015 Franklin St., Detroit, Mich. 


Toaster 


This “Toaster-with-the-Tester” is dial- 
controlled to pop up the toast when 
ready and by lifting the handle one 
slice may be removed without disturb- 
ing the toasting of the other. Finished 








in chromium with burgundy Bakelite 
base and handles. Has flashing moni- 
tor light to signal when current is on 
and off, and a low wattage element. 
Vanning, Bowman & Co., Meriden, 
Conn. 


Winchester Booklet 


Packed with information of interest 
to all shooters that fills 44 big 6 in. by 
8% in. pages, a new edition of the 
Winchester Ammunition Guide is out, 
for free distribution. Completely re- 
vised and amended, the booklet con- 
tains detailed list of all Winchester 
loads in shot shells and metallic car- 
tridges, together with revised ballistic 
and range tables. There are more than 
60 illustrations. For the assistance of 
shooters in selecting proper ammunition, 
the guide contains information on all 
ammunition components and on shoot- 
ing performance, and indicates how this 
information is applied to the choice of 
ammunition for hunting or target shoot- 
ing. Two additions to the Winchester 
line of ammunition are presented in 
this edition. These are the Ranger 
Super Trap and Ranger Super Skeet 
shot shells, and Super Speed Silvertip 
big game hunting cartridges. 

Complimentary copies of the Am- 
munition Guide may be had on request 
to Winchester Repeating Arms Co., Di- 
vision of Western Cartridge Co., New 
Haven, Conn. 


Electric Fencer 


The “Pyramid” electric fencer is built 
with the two moving parts, balance 
wheel and breaker points, together with 





the transformer and condenser, hermeti- 
cally sealed in an airtight container 
housed in the fencer cabinet. Airtight 
container said to protect the mechanism 
from the “sweating” process which 
causes moisture and frost to condense 
inside exterior cabinets. “Pyramid” line 
includes three 6-volt battery models 
and a new electronic 110-volt high-line 
fencer. Guard-It Mfg. Co., 615 N. 
Aberdeen St., Chicago, Ill. 
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GRIFFIN 


HINGES 


AND WROUGHT STEEL 


HARDWARE 





Quality Products 
Manufactured Since 1899 


Door Butts 
Strap and Tee Hinges 
Wrought Steel Shelf Brackets 
Safety Hasps and Hinge Hasps 
Ornamental Hinges 
Garage Door Hardware 
Screen Door-Hardware 
Cellar Window Sets 
Back Flaps and Chest Hinges 
Corner Irons and Corner Braces 
Heavy Pressed Steel Door Handles 


Barrel Bolts 


All Are Available Through Progressive 
Jobbers 


(GRIFFIN 


nufacturing Company 


—— * 


ERIE, PENNSYLVANIA 





AGENTS: 
BOSTON: 100 Purchase St. 
SAN FRANCISCO: 703 Market St. 


NEW YORK: 45 Warren St. 
CHICAGO: 162 N. Clinton St. 
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A MATCHED TWIN-SERVER SET 
IN SET-UP GIFT BOX... 























@ Because this new No. 915 Gift Set combines eye appeal with popular 
selling price, you will find it an outstanding promotion number for fall 
and holiday featuring. Consists of matched twin dripless servers—48-oz. 
and 11-oz. sizes—tissue packed in smart set-up gift box! Servers have 
Tenite plastic tops and slides in red, green, yellow, blue; ribbed clear- 
glass containers. Order from yeur jobber promptly for immediate de- 
livery. If he can't give you complete details . . . write direct. 


NATIONALLY ADVERTISED 








This Is The 
NOVEMBER AD 
(Out October 31) 

+ 
MORE THAN 
3,800,000 


CIRCULATION! 







 . 

THAT YOU'LL 
WANT FOR 
YOURSELF! 
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Take advantage of this 


national advertising. 4 ny 
reaches your customers... 
creates sales for you! \ 





FEDERAL TOOL CORP. Siickco. ‘iin 


NEW YORK OFFICE «+ 200 FIFTH AVENUE 
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DIETZ 


LANTERNS 


ARE 
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DIETZ LANTERNS give bright depend- 
able light. without diminishment for 
from 30 to 200 hours according to 
the model. 

Easy on fuel—thus cost less to 
use. A pint of kerosene oil in the 
fount of any DIETZ provides the most 
light for the least expense. 

— and because DIETZ LANTERNS 
are superbly designed, faultlessly 
finished, they are built to give long 
service. 

For conservation — buy DIETZ. 





ncY 
T AN EMERGE 
START COUNTER ; 
DIETZ ads 
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LANTERNS 






|R.E. DIETZ COMPANY 
Law NEW YORK 


Output Distributed Through the 
Jobbing Trade Exclusively 
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“Universal Coffeematic” 


Automatically maintains temperature 
near 203 deg., said to be the most fa- 
vorable temperature for making coffee; 





passes controlled temperature water 
rapidly through the coffee for controlled 
length of time. Eliminates need for re- 
heating since temperature control keeps 
coffee hot until served. Has automatic 
“Red-i-lite” which signals when coffee 
is brewed. No parts to remove. Landers, 
Frary & Clark, New Britain, Conn. 


Oil Heater Sales Aid 


Designed for the use and help in sell- 
ing oil-burning space heaters and other 
oil burning appliances, is the 1941 A-P 
Album of Space Heater Selling. The 
album contains many mechanical points 
brought down to customer advantage. 
The booket gives a complete story of 
all available A-P oil controls as well as 
all of the electric and automatic con- 
version units that provide completely 
automatic heat. Part of the beok is de- 
voted to answering some of the common 
questions that may be in the mind of 





WHATS NEW 





the buyer. A visual prospect chart 
shows the retail salesman where he can 
sell more oil-burning appliances for the 
retailer. Automatic Products Co., 2450 
North 32nd Street, Milwaukee, Wis. 





Sentinel Radios 


Headlining the merchandising plan 
on the new Sentinel models is “Studio- 
Tone,” symbolic of radio reception 
with studio-like realism. Among other 
features incorporated in the line are: 
“Sentenna-scope,” a new _ scientific 
built-in loop aerial on battery sets 
which completely eliminates all need 
for outside aerial and ground connec- 
tions; “as low as one-half cent an 
hour” operating cost on battery sets; 
“top-tuning” on plastic and wood table 
models; “RF stage” for greater volume 
and added ability to pick up weak or 
distant stations; “Sen-Tenna,” an 
aerial attachment for Sentinel 3-way 
portables that pulls in stations in cars, 
trains, planes and other shielded loca- 
tions. Models include portables, table 
models in colored plastic and wood 
cabinets, consoles and _ radio-phono- 
graph combinations in table and con- 
sole styles. Sentinel Radio Corp., 
Evanston, IIl. 











Heating Pad Control 
Illuminated Switch 


Casco Products Corp., Bridgeport, 
Conn., announces the “Cascomatic” con- 
trol and the “Nite-Lite” switches for 





heating pads. The new switch is illu- 
minated with a long-life Neon tube; 
thus when the current is on in the pad, 
the switch is illuminated and, in addi- 
tion, the switch has a transparent dial 
which permits the user to select the 
heat he desires in the 
dark. With the new con- 
trol, the user, by merely 
turning the dial on the 
switch, can obtain his 
choice of 30 positive heats, 
and it*is stated that the 
pad will maintain the se- 
lected heat under any and 
all conditions. Both of 
these new patented fea- 
tures are incorporated in 
pads retailing at $3.98 and 
$4.98. 


HARDWARE AGE 











\ 
x 
\ 
ne 





ie *& 














Syncro Introduces 
Sales Aid Plan 


Syncro Devices, Inc., Ferndale, De- 
troit, Mich., announce a special promo- 
tional saw table deal based on the basi- 
cally sound “sell yourself” idea. 


A spe- 








cial self-demonstration table ($12.00 
value) is given free with the table deal 
to all co-operating dealers. This table 
is designed to give prospects a chance 
to plug in and operate any one of three 
Syncro saws, without aid of a clerk. 
Due to the safety feature of Syncro 
saws, this self-demonstration is possible 
and practical. The table itself is 33 
inches high and finished in natural 
wood. In addition to being wired for 
immediate use, it also contains a shelf 
for accessories and extra saw stock, and 
ample surface space for demonstration 
by the customer himself of one or all 
three saws. 


New “Juice King” 


All dust collecting recesses have been 
eliminted. Accommodates the large size 
glass. Has interlocking cup and 
strainer. Sturdily constructed and avail- 





able in red, white or ivory with chro- 
mium trim. Retail price, $3.29 to $4.95. 
Vational Die Casting Co., 600 N. Albany 
Ave., Chicago, II. 


Hardware Catalog 


Strevell-Paterson Hdwe. Co., whole- 
sale firm of Salt Lake City, Utah, has 
issued a new catalog, No. H, illustrat- 
ing and describing the hardware lines 
distributed by the company. 
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Two exclusive new Oneida 
Victor sales aids! A display 
that permits you to show 
traps without risk of dam- 
age toglass topped counters 
.--a guide to trapping that 
is being merchandised to 
millions! Ask your Oneida 
Victor representative. 
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ARDWARE sales are climb- 

ing ... but hardware profit 
margin is slipping! That’s the 
trend discovered by the recent 
extensive survey of the National 
Retail Hardware Association. 

Good hardware merchandising 
now calls for concentration on 
items which build volume with 
worthwhile profit margin... such 
as Oneida Victor Traps. These 
traps sell easily at popular prices 
that assure dealer profit. 

When the thought of a trap 
comes to the mind of a trapper... 
farmer ... or farm boy .. . the 
name Victor comes to the tip of 
his tongde. Years of consistent 
advertising has taught your cus- 
tomers that Victor is the only 
trap with the delayed action guard 
that minimizes wring-off and loss. 

For profit protection and quick 
sales . . . display Oneida Victor 
Traps prominently. 


ANIMAL TRAP COMPANY OF AMERICA 
LITITZ, PENNSYLVANIA 





ONEIDA VICTORS 


The TRAPS that trappers know 








—your own business 


em dal-meicleiilis 
— Uncle Sam 


when you push profit-building, 
work-saving, steel-saving 


PRIME 


Electric Fence Controllers 


Every time you sell a Prime Controller 
you strengthen your position in a grow- 
ing industry, one that rises in impor- 
tance as steel grows scarce. (Electric fence 
uses only a fraction as much wire as 
ordinary fence.) . . . You protect the 
farmer against steel shortage and farm- 
labor shortage. (Electric fence is erect- 
ed in a fraction of the time required for 
ordinary fence) ... And you help the 
nation conserve steel, 

And Prime helps you, with ready acceptance. 
(The famous Prime Controller is nationally 
advertised—thousands in use.) Selling Prime 
is easy. (All safety questions are answered by 


the Underwriters’ Laboratories Seal om AC 
models.) You're free from service worries. 


Line up with Prime now. High-line or bat- 
tery models — Complete price range. Ask 
your jobber. Prime sells only through jobbers. 


The Prime Mfg. Co. 


1669 S. First Street 


Milwaukee, Wis. 
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WHATS NEW 





“Modernaire” Space 
Heaters 


The “Modernaire” 1941 line of oil 


burning, pot-type heaters consists of 10 
models. There are three sizes in each 





of the DeLuxe, Console (Low-Boy) and 
Standard Series, and one size radiant 
heater. Factory list prices start at 
$29.50. Important features are: forced 
air unit-—optional (can be shipped at- 
tached to heater or sent separately), it 
is interchangeable on all models except 


the S-81, D-81 and R-81; front dial heat 


control; foot warmer; side louvres; side 


doors—DeLuxe model only; humidifier ; 


floor draft eliminators and leg levelers. 


All heaters are equipped with the Breese 
triple-stage double pot burner; Auto- 
matic Products constant oil level valve 
and the Walker draft regulator. All 
tanks are equipped with fuel oil gages. 
The circulating heater cabinets are 
finished in brown “Spaterloid” baked 
enamel that will not chip, crack or 
peel. The DeLuxe and Console Models 
are trimmed with stainless steel. The 
Console models have low flue outlets for 
fireplace chimney connection. The 
radiant heater is of blued steel with 
black crinkle finished base and tank. 
This heater can be furnished with baro- 
metric tank or with a constant level 
valve—both are interchangeable. The 
Globe Machine & Stamping Company, 
1250 West 76th Street, Cleveland, Ohio. 


Fire Guard 


“Scots-Guard”—a fire alarm unit that 
requires no installation or wiring; just 
hangs on the wall. Maker claims it is 
completely automatic and dependable. 
As temperature rises to 110 degrees a 
bell alarm sounds off and continues 
ringing until temperature drops back to 
normal. Scots Guard Fire Alarm, 501 
7th Ave., New York City. 














Katzinger Flashlights 


A new fall line of flashlights intro- 
duced by the Edward Katzinger Co., 
1949 N. Cicero Ave., Chicago, Il., fea- 
tures one-piece heavy steel “batter- 
proof” cases in modern design and clear 
plastic “shatter-proof” lens with a side 
glow feature. Colorful counter mer- 
chandising display units are furnished 


) =) "14 


of Hat 





with each half dozen cases. These 
colorful easel displays hold three cases 
on each side and require no assembly, 
as the flashlights are packed and 
shipped, mounted right on the counter 
displays. Design of the displays tells 
the complete sales story and gives real 
visibility of the case. Each flashlight is 
securely mounted in a_tamperproof 
position. 
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“Never Lift” Iron With 
Steam Generator 


The “Never Lift” iron, Model 965, 
illustrated, is equipped for use with 
Proctor’s new steam attachment, also 





shown, and will retail for only 45 cents 
more than the regular “Never Lift” 
model. In addition to being equipped 
with steam, the iron has a headlight in 
the handle, a separate speed selector 
control said to increase the effectiveness 
of the fabric dial; a handy on or off 





cord support and glow cone light which 
tells when iron is safe to use. The steam 
generator holds one quart of water and 
operates with a separate 350-watt heat- 
ing unit. Steam is conveyed to the iron 
through the flexible cloth-covered tube. 
Holds sufficient water for 2% hours of 


continuous use. Proctor Electric Co., 


Philadelphia, Pa. 


“YPS” Cabinet Sink 
Line Simplified 


Production of a new and simplified 
cabinet sink line is announced by 
Youngstown Pressed Steel Division, 
Mullins Mfg. Corp., Youngstown, Ohio, 
for immediate shipment to distributors 
and dealers. In bringing the line down 
to seven models, it is pointed out that 
the most desirable features of the en- 
tire line are to be incorporated in the 
seven cabinet sinks which have beep 
restyled. 


SEPTEMBER 18, 1941 


et 


DAD LOVES THE KITCHEN TOO}! 





AUBURN CENTRAL e 


A-C matching sinks and cabinets of all steel 
construction are modernizing kitchens all over 
America . . . and it is not alone the women 
folks who are your prospects. Just talk to any 
Dad whe is proud of his home, and you'll find 
he has a lively interest, too. He'll appreciate 
the sturdy construction, the streamlined beauty, 
the convenience features, and moderate prices 
of Auburn Central Pak-Age kitchens. He’ll like 


the idea of buying a few pieces at a time: . . 


gradually improving his kitchen as his budget 





will allow. 


| HERE’S THE COMPLETE LINE .. . sink cabinets, 
| base cabinets, wall cabinets, utility cabinets in a 
multiple of sizes for a complete ensemble or only a 
few pieces. The line for quick sales and generous 


profits. Write, phone or wire for details! 
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AUBURN CENTRAL MANUFACTURING CORP. 


CONNERSVILLE, INDIANA 
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TOOL OF 
1001 USES 


Feaiured this 
fall in an 
intensive 
Christmas 
campaign 
in national Waa 
and indus- 
trial publi- 
cations 
reaching men 
of all ages, 
who need the Handee for 
homecraft, shop work or to 
carry in repair kit. Original 
tool of this type and the 
leader today. A _ swell gift 
for any man, and for the young fellow 
in service. 

Speed, 25,000 r.p.m. Wt. 12 oz. Na- 
tionally advertised, with 7 Accessories, 
$18.50. 


ULTRA DE LUXE SET 


A Big Christmas 
Seller and profit- 
able the year 
round. Strong, 
metal carrying 
pA case contains a 
DeLuxe Model 
Handee and 
45 of the most 
popular acces- 
sories to grind, 
drill, polish, 
cut, rout, carve, saw, 
sand, sharpen, engrave. 
Nationally advertised, 
$25.00. 


FREE COUNTER DEMONSTRATOR 


A real sale maker. Requires only 2 square feet 
of space. Attracts prospects, invites them to try 
the Handee. Costs you nothing. 








300 ACCESSORIES 
BUILD STEADY BUSINESS 





Special sets are now available or 
Handee owners can make their own 
selections of separate items from this 
glass-top, dust-proof display case. Con- 
tains 87 of the livest varieties in con- 
stant demand, 3 of each item. 


Write Today for Special Deal on 
Accessory Case and Handee Self 
Demonstrator Set 


CHICAGO WHEEL & MFG. CO. 


Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. H. A. Chicago, If. 
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WHT S NEW 


Florence Heater 
Installation Manual 


To cooperate with the government in 
the promotion of fuel economy, and to 
insure maximum efficiency in the op- 
eration of its oil-burning heaters, the 
Florence Stove Co., Gardner, Mass., has 
issued a new and enlarged installation 
manual. It covers the original installa- 
tion: matters to be considered in speci- 
fying the heater proper for the job; in- 
suring proper flow of oil to the burners; 
drafts and chimneys: how to make them 
function properly; troubles that might 





arise after installation: detecting misuse 
and instructing the owner, and special 
installation problems: valuable sugges- 
tions based on wide experience. Em- 
phasis is placed upon the importance of 
installing a heater of sufficient capacity 
to deliver the amount of heat required. 
Special regulations governing the in- 
stallation of oil heaters, such as those 
of the Underwriter’s Laboratories and of 
the local boards, are discussed in detail. 
The matter of flue connection and chim- 
ney is explained thoroughly, with simple 
diagrams showing how variou: difficul- 
ties may be overcome. 





“Harmony Rugs” 
Congoleum-Nairn, Inc., Kearny, N. J., 
announces a new line of 27 in. x 36 in. 
scatter rugs, to be known as “Harmony 
Rugs,” designed with the full knowledge 
and close cooperation of two of Amer- 
ica’s leading oilcloth manufacturers, the 
Standard Coated Products Corp. and 
the Columbus Coated Fabrics Corp. 
The new line consists of 12 patterns, 
four designs in three different colorings. 


_ _ 
‘ 3 4 
ee 5 cg 
Gh pal ih Se 
ts bs 1 ae 
z mf é 
sere — 
yo Sa 
ne ¥ 


a & 





















































ad |) | 














ale Se/ so See ale 














Three of the designs are patterned to 
match the popular selling oilcloths of 
Standard Coated Products Corp. and 
the Columbus Coated Fabrics Corp.— 
Calico Flower, Flower Pot, and Tea 
Time creations. The fourth design is 
a nautical pattern, ideal for special uses 
in children’s rooms, game rooms, sum- 
mer cottages, etc. The three colorings 
in each design are red, green and blue 
combinations. 
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DISPLAY VALUE 


It’s Profitable to Sell 
TRIPLEX NUTS 


for Fast, Low-Cost Assembly 


Pol-mer-ik Linseed Oil in Cans has Display Value —Plus. 


; You'll find the eye appeal —the sales appeal —of these 
Increase your Nut profits—cut down 


losses from misfit complaints. Smart 
buyers give you more business when Linseed Oil in cans is a sure profit builder. You buy a 
they ve tried customer-winning can —you sell a can—no drips, foots, mess or bother. 
TRIPLEX Nuts. Your trade will appreciate this better oil in the better 


package—the protection of the brand name—the exact 


containers attracting and interesting many customers. 


Easy to display —easy to merchandise — Pol-mer-ik 


Accurate to size, full threads for a 
smooth fit and a tight grip, 100% 
bearing surface. Your trade likes a 
product that holds assembly costs 
low — avoids time - wasting misfits 
and throwouts. Complete range of 
sizes in square and hex — semi-fin- 
ished, H.P., C.P. 


Get ready now fo serve your customers well 
with profitable TRIPLEX Nuts. Write today 
for samples and prices. 
THE TRIPLEX SCREW COMPANY 
5317 Grant Avenue Cleveland, Ohio 


measure —the clean, attrective sealed containers — the 
factory fresh, perfectly conditioned Pol-mer-ik Oil that 


gives them complete satisfaction. 








Su Cane 











‘ArcherDentele-Midiend Company win 

Roanoke Building, Mi polis, Mi f : 

Please send me the story of Pol-mer-ik Linseed Oil in Cans. , 

| want more profits in my linseed oil selling. : 

FN 954 606 6A oe AdeeeSedESetAEASS DCTS EACKEDEDORCDSSEALREE OSD y 

CAP AND SET SCREWS, BOLTS, NUTS AND RIVETS | $ sdrots........ccccccccccsssssessssseesssseessssvessssveeeen 
* Millions Sold + + + Used in Every Industry * | OC ee ee Te eee eee ey eer ee errr yr ‘ 
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ASSURES FASTER CUTTING, 
Se 8! eee 


Today mechanics come into your store 
and ask for long-wearing blades that 
cut alloy steel. Other customers need a 
good flexible blade. Still others want 
a general purpose, all-hard, hand hack 
saw blade... with enough give to 
stand the gaff. 
With the five types of hack saw blade 
ictured here, Capewell provides satis- 
feats for every customer. In all types 
Capewell provides faster cutting, longer 
life. 


Do mechanics single out your store as 

the place where they can find what 

they are looking for? Ask your jobber 

today about the Capewell line. 

THE CAPEWELL MFG. CO. 
Hartford, Conn., U. S. A. 


cAPEWEL, 


HACK SAW BLADES 
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The Right Underlying All Rights 


ORK, as we are learning at an 

oppressive cost of tuition, is 
the only assurance of national 
security. The situation we are fac- 
ing as a people with a common in- 
terest in keeping the United States 
a going concern provides its own 
occasion for defining the position of 
the National Chamber in respect to 
matters of public policy. 

It is supremely important now to 
focus attention on the fact that, 
although virtually everyone in busi- 
ness recognizes the right of anyone 
to cease work or to strike, there is a 
right under our form of government 
which is, and must continue to be, 
more fundamental than the right to 
strike. It is the right to work. This 
is man’s God-given right. 

Unless men and women who want 
to work and earn a living for them- 
selves and their families can do so 
under peaceable conditions and with- 
out molestation, little of our boasted 
individual freedom is left. Anything 
that interferes with the right to work 
is thoreughly un-American. Our 
government must assure its citizens 
not only peaceable working condi- 
tions, but safety to and from their 
homes, and peace and protection in 
their homes. 

Our national defense preparation 


concerns the safety and protection 
of everyone in the United States and 
must not be interrupted or delayed 
by any individual or interest for any 
reason within the control of the 
people. 

If this program is interrupted, and 
local and state authorities cannot 
preserve peace and cannot maintain 
conditions which permit those who 
want to work to do so—then it be- 
comes the first duty of the Federal 
Government to protect them in this 
right. The Government should take 
whatever steps are necessary to in- 
sure the continuance of defense pro- 
duction by those who are willing to 
carry it on. 

The Government should not, even 
in a state of declared emergency, take 
over the control of private property 
required for national defense until it 
has exerted every other effort within 
its power to establish and maintain 
peace in, and production by, national 
defense plants. The sole justification 
ior occupation of private property is 
to insure maximum defense produc- 
tion which inherently requires pro- 
tection of the citizens’ right to work. 
If the Government is forced to oper- 
ate a plant, it should do so in accord 
with the rules and principles of 
equity for all parties. Further, it 





STRIKING POTTERY WINDOW 
STOPS SHOPPERS 





Unusual pottery displays such as this installed at the Harris-Luckett 

Hardware Co., in San Angelo, Texas, have no equal in customer pulling 

power according to Mrs. O. K. Morris, manager of the crockery and 
glass department. 
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Meet the Shortage in Metals with 


EMELOID PLASTIC PRODUCTS 


With metals being rationed by the government, smart hardware dealers are turning more and 
more to profitable products made of PLASTICS. Since 1919 the Emeloid Company has been 
making many such popular, quick-selling items, of which the following are typical: 
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ALL ARTICLES INDIVIDUALLY CARDED 






















ORDER 
THRU YOUR 
WHOLESALER 


( CHEESE KNIFE 
Retail . . 20c 


ota Also many other items, includ- 
ing HOLIDAY GIFT PACKAGES 


Write for a complete line of Emeloid Plastic Products . . . and give name and address of your wholesaler 


THE EMELOID CO., Inc. est.1919 ARLINGTON, N. J. 






Retail 25c 








Exclusive Geatures 
of “Ames” 
Salid Shank Shouels 
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two colors 
D Handle shovel equipped with th 
Paatelet-@7- Us \' MU -Csacleh ae OM sl-talel 
id to these features th ] 
id ate -3.4-1-9 Dale MME dal MEET Yolo} alc MMe t coh 
Northern Ash handles and you hav 
shovel that is tough! 


Ask your Jobber 
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Display Them and 
You Il Sell Them 


Zew \mPRoVED électiic FRR 
Orsultipties 
Capacity 






Now ... MO 

LIMIT TO LENGTH SAFE AS A 
OF STOCK... HAND-SAW 
WORK TO CEN- 

TER OF 19" JUST GUIDE 
WIDTHS. IT 


Display this profit-making new electric 
scroll saw in your hobby-crafts depart- 
ment and watch boys from 8 to 80 step 
up to buy. The Dremel Moto-Saw works 
like magic. It takes no effort to run; 
is only slightly heavier than a hand saw. 
A thumb touch unleashes 7200 strokes 
per minute. Release pressure and it 
stops instantly. Imagine ... only two 
moving parts ... never needs oiling. . . 
easily cuts intricate designs . .. cuts up 
to average of 1 foot per minute through 
% inch medium hard SELLS 

wood. Thousands were PROMITARLY 


sold last year. Order early FOR ONLY 
$485 


and get set for profits 
100 
™ TOOLS 
IN ONE 


this year. 





27,000 R.P.M. 


No better gift to give or receive. Thou- 
sands of craftsmen choose—ask for— 
Dremel Moto-Tool because of its endless 
number of uses, sturdy construction, 
trouble-free operation. Packed with sell- 
ing features ... oil sealed bearings that 
never need oiling . . . built in cooling fan 
eon balanced armature to eliminate 
vibration. Every sale builds repeat 
business on accessories and equipment. 
Model One retails at only $9.85. Modern 
Craftsman’s Kits, including 23 high 
grade accessories, $17.50 and $23.50 re- 
tail. 
Dremel tools are sold on quality 
. Not on price. Write today 
for catalog and liberal dealer 
discounts on these unusual 
sales and profit builders. 


DREMEL MANUFACTURING CO. 
Dept. 311J Racine, Wisconsin 
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should assure the owners that the 
property will be restored just as 
soon as peaceable working condi- 
tions are again established in plant 
or locality. 

This is the head and front of the 
matter: 

There are three vital rights of our 
citizens which must have the full 
protection of government: 

1. The right to work in any lawful 
occupation, 

2. The right to refuse to work. 

3. The right to the fruit of such 


labor—security in the ownership of 


property. 

The first duty of government is to 
preserve these rights through the 
maintenance of law and order, for 
they are all so closely interwoven 
that no one of them can be nullified 
without destroying the fabric of our 
form of government. 

—A. W. Hawkes, 
President, Chamber of Commerce of 
the United States, in “Nation’s 

Business.” 


Timely Tool Window Sells "Em 
and Keeps ’Em Sold 


om though a window display 
_4 stops people its job is only 
partly completed, for the effective 
display is one that pulls customers 
into a store to buy. The tool win- 
dow shown below was _ installed 
April 1 by J. C. Rogerson Co., Inc., 
Hudson, N. Y., to attract all types 
of tool users. It succeeded so well 
that it was kept for two weeks in- 
stead of the customary one week. 

Arthur F. McEvoy, vice-president 
and treasurer of the company says. 
“Taking Winston Churchill’s slogan, 
‘Give us the tools and we will finish 
the job’, as a theme we put in a 
‘whale’ of a tool window. It at- 
tracted a lot of favorable comment 











and, what is more important, it sold 
a lot of tools. We found that all 
types of people were interested in 
it, chiefly because the display was 
timely and had a bearing on the 
national defense program. Both 
home owners and mechanics were 
attracted.” 

The background panel showed an 
outline of the type of derby hat 
worn by Winston Churchill on 
which was reproduced his recent 
plea for “tools.” Many of the tools 
were shown on the floor of the win- 
dow and the display of other items 
at different levels added greatly to 
the effectiveness of the window. 











The slogan “Give us the tools and we will finish the job” re- 
minded many people that J. C. Rogerson Co., Inc., had many 
tools that were badly needed in homes and shops. Display of 
tools, at different levels, added to the appearance of the display. 
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SUGGESTS 


B TTS TO A DOOR 








NO NO NO 1 
o| SAG o|| WARP o| STICK 


| 4i/' 
50% MORE SALES FOR YOU ? O 
100% SATISFACTION TO HOME OWNER 


The third butt guarantees a door that will 
swing free for years to come. It protects 2 
against costly repairs. It’s extra profit for 

















you and extra satisfaction for your customers. 
—_i~ 


McKINNEY MANUFACTURING COMPANY ° PITTSBURGH, PA. ~~ 














Sell 
MORNING 


Coal Heaters 














@ Semi-automatic magazine feed. Holds 100-200 Ibs. 
coal. 


@ Requires no special diet; burns any kind of coal, coke, 
briquets or wood. 


@ Heats all day and night without refueling. 
@ Start a fire but once a year. 





CABINET MODEL 420 


WARM Mornincl: 


@ Only heater of its kind in the world! Patented con- 
struction gives amazing results. 






















Sell the heater that 
has made good almost 
100,000 times! It’s the 
heater with an estab- 
lished background... . 
the heater that sells 
and satisfies. 


Write for complete 
facts or see your 
nearest distributor. 
LOCKE STOVE CO. 
Dept. H.A. 
1012 Baltimore Ave. 





INTERIOR 
Kansas City, Mo. VIEW 120A 









Loal Heater 
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Thousands Used and Approved 
from Coast to Coast! 


Not an Experiment, but a 
PROVED 
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CHALLENGE 
AND NO TAKERS!!! 


In the May 1941 Hardware Mag- 
azines, the United States Plywood 
Corp., 616 West 46th Street, New 
York, offered $1,000 to anyone who 
could disprove that “Weldwood 
Waterproof Glue is the best one- 
part plastic resin glue.” 

Instead of claimants for the 
$1,000, the challenge inspired only 
additional confirmation of Weld- 
wood’s superiority—vouched for by 
Weldwood users throughout the 
country. 

To Hardware Dealers, this result 
is highly significant—the merchant 
who pushes superior merchandise 
insures his profits by increasing his 
customers’ good will. 

Order your fall stock of Weld- 
wood Glue from your Jobber NOW. 
Watch for the BIG Fall Advertis- 
ing Campaign in Saturday Evening 
Post, Collier’s and the hobby maga- 
zines, plus Point -of-sale Dealer 
Helps galore, to boost your sales 
where you need it most. 


WELDWA4UD 


PLASTIC RESIN 


WATERPROOF GLUE 


IDEAL cozs 
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FLUORESCENT LIGHTING 


Another feature that adds to the attractive- 
ness of Ideal’s Cabinets — Fluorescent 
lighted fixtures. These fixtures are a part 
of the cabinet illustrated above with all 
wires insulated and incased in cabinet so 
that only one electrical outlet is required. 
Send for complete facts and prices today. 


IDEAL CABINET CORP. 
8841 CENTRAL AVE., DETROIT, MICH. 
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MODERN | 


Increased Prices on Fuel Oil 


and Gasoline Likely 


Y relieving the shipping load 

on tank ships and tank cars 
through the use of combinations of 
transportation facilities, and by ex- 
pediting the operations of loading 
and unloading, it is becoming pos- 
sible to move petroleum and _ its 
products more rapidly and_ in 
greater volume, although at an in- 
creased cost, according to the Amer- 
ican Petroleum Institute. 

It is estimated, for instance, that 
the cost of moving a barrel of oil 
from Texas to the New York area, 
less than 40 cents by tank ship, is 


slightly more than $1.00 by a com- 
bination of pipe line and tank car, 
and more than $2.00 per barrel for 
a through movement by tank car 
alone. Since less than 20 gallons of 
gasoline are derived from each bar- 
rel of crude oil, production costs 
obviously are increased by the 
higher cost of transportation. 

Therefore, it is most likely that 
some measure of the increased costs 
must be passed along to the con- 
sumer in the form of higher retail 
prices on fuel oil, gasoline, and re- 
lated products. 
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“1 60T HER TO CALL ATTENTION TO OUR ELECTRIC 
PAINT SHAKER” 
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j lift lid 
and fill 
with coal 


THE HOTTEST SALES 
OPPORTUNITY IN THE NATION 


K OL-G AS has started a hurricane of interest that is sweep- 
ing the country like wildfire. Inquiries are pouring in from every 
quarter of the compass. Surely as the sun shines KOL-GAS is the 
heater sensation—the profit strike—of the year. Don’t wait and be 














sorry—act today—be ready to cash in! Regulate 
KOL-GAS is the amazingly advanced heater of the new drafts to 
self-feed type—the ‘“‘two-in-one” heater that delivers both radiant and control 
circulating heat—the heater that makes coal heating convenient as fire 









well as amazingly economical. Its big fuel magazine holds 100 Ibs. 
of coal. It quickly cokes the coal; then burns with intense heat, 
practically without smoke or soot. Leaves no clinkers. Saves work. = 
Saves fuel. Saves money. Radiant 




































KOL-GASi; engineered right—built right. There is no other \ _ Heat 
heater like it—no other heater with its scientific Heat Booster that ~@ — supplies 
makes KOL-GAS both super-efficient and super-safe. But don’t = — healthful, 
wait for details. Write Dept. H today—nail down your territory for - = radiant 
the big winner—KOL-GAS = heat for 
as - GAS advertising is bringing inquiries from every part ai ‘ quick 
of the nation. You will get your share of these prospects when ; in 
you sign up with KOL-GAS. — 
DISTRIBUTORS 2 
Atchison, Kansas Cleveland, Ohio Pittsburgh, Pa. 
Blish, Mize A Silliman Eastern Stokol Corp. Eastern Stokol Corp. : 
EE Rapids “3 Evansville, Indiana Pueblo. Colorado oa 
Ottumwa, lowa Gaal 6 Gente Oo. Sees See S. Heat mate 
- Harper & Mcinti Ce. * “ ait Lake City, Utah tains even 
7 cintire Milwaukee, Wisconsin Salt Lake Hdwe. Co. 
‘Chicago, Iinois John Pritzlaff Hdwe ova . tempera- 
Bell & Zoller Coal Co. : Springfield, Missouri pag 
Cotton States Building Northwestern Stove Company Rogers & Baldwin ture by eir- 
en a A’ Minneapolis, Minnesota st — a culation of 
neinna' n, . * 
NJASHVILLE, TENNESSEE Chis vu Hall Hardware Company  tisesurl Stohel Corp. er 
The York Supply Com- Omaha, Nebraska Toledo, Ohio 
pany Major Appliance Co. Jos. B. Smith Co. 
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WITT manufactures a variety of sizes and grades of Cans 
to satisfy every customer—Cash-in on the WITT Line. 
Special analysis stee!, improved corrugation, hand hot-dip 
galvanizing make WITT CANS stronger, safer, and 
more economical. 


BALD, 


+ 


a 
ewer 





witTttT CANS 
ond PAILS 
for those who want the best. 





WITT CANS and PAILS are 
BRIGHTON C 4 us and hot-dip galvanized after-fabri- 
PAILS — leaders in me cation, a hand process that 
dium weight coalles *neid. insures long life. 












THE WITT CORNICE CO. 


WICO CANS and PAILS— 
WITT Underground Garbage good quality, heavy Cans and CINCINNATI, OHIO 
Receiver. Pails attractively priced. 
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Accurately 
formed, ex- 
pertly welded, 
inspected and 
tested. Supplied 
in all standard 
finishes. Catalog 
No. 40 available 
upon request. 


MATCHLESS IN QUALITY Since 1869 


THE CLEVELAND CHAIN & 
MFG. CO., CLEVELAND, O. 


For Safety, 
Economy, 
Good Service 


The Bridgeport Chain & Mfg 


Seattle Chain & Mfg 
Round California Chain C 


Co 
ry Ltd 








DENISTON 
ROOFING 
NAILS 


Sell the nails your customers 
want — DENISTON TRIPLE 
LOCK LEAD SEAL DRIVE 
SCREW ROOFING NAILS. The 
lead under the head and down 
the shank plugs the hole around 
the nail with lead to form a 
weather-proof seal . . . the 
“bump” triple-locks nail, lead 
and sheet solidly together . . . 
the drive screw shank makes 
the nail turn and hold like a 
screw. Result: the roofing gives 
better service and lasts longer, 
your customers are satisfied, you 
get more business and make big- 
ger profits. Deniston Nails are 
made for all kinds of roofing. 
Available in various styles and 
lengths, in bright or galvanized 
finish or solid copper. Send for 
FREE Demonstrator blocks and 





eel 


The DENISTO 


Western 


N Co. 


Avenue 
ILLINOIS 





How’s the Hardware Business ? 


(Continued from page 75) 


our purchasing agent have for months 
been burning up the rails, traveling 
around the country, trying to secure 
raw materials such as we use in the 
manufacture of ovr appliances. Many 
of our regular sources of supply could 
only make very small shipments, and 
in many cases, no shipments at all. 
With this limited supply, it was abso- 
lutely impossible to fill all of our 
orders. 

“The situation became so drastic we 
were forced to seek new suppliers that 
are now making some shipments at 
much higher prices. Our new costs 
make it necessary to advance the list 
on many of our appliances. The new 
lists were kept as low as possible, con- 
sidering our greatly increased cost of 
production.” 

cd * ve 


Manila cordage—Under OPM 
preference order No. M-36, effective 
Aug. 29, sisal cordage, and part-manila 
(50-50 or less) may be sold and de- 
livered without restriction Some manu- 
facturers are promptly producing a new 
“defense” quality rope, using not more 
than 50 per cent manila fibre. This 
mixed quality will list at 1 cent per 
pound lower than the recently prevail- 
ing prices on No. 3 manila. Plymouth 
Cordage Co., N. Plymouth, Mass., now 
offers the following qualities and base 
list prices, subject to No. M-36 regu- 
lations, and for Zone 2 (central) ter- 
ritory: Plymouth No. 1 (Class A) pure 
manila at 25% cents per pound: Blue 
Cross No. 2 (Class B) pure manila at 
234% cents per pound, and Red Oak 
No. 3 (Class B) pure manila at 21%4 
cents per pound. Also the following, 
which are available for general trade 
uses: 50-50 Brand (Class C) mixed 
manila at 20% cents per pound; 
Plymouth No. 1 Stainless Java Sisal at 
17 cents per pound; Puritan No. 2 
Stainless Sisal at 16 cents per pound. 
These base prices apply to -inch and 
larger, three-strand rope, and are sub- 
ject to dealers’ 10 per cent discount 
in full coils. 

* ” * 


Stove lines — Handicapped by 
shortages of sheet metal, and of scrap 
for castings, stove makers are limiting 
their output to a greatly simplified 
variety, and most of them are accept- 
ing no new specifications for shipment 
during the current season. For some 
time sales have been limited to regular 
customers, notwithstanding which, the 
order books of important manufacturers 
are as full as production for the re- 
mainder of the season can possibly ful- 
fill. Several makers of fireplace _fit- 


tings have issued new price lists, with 
advances averaging about 10 per cent. 


* * * 


Sports supplies—With the pos- 
sible general imposition of a 10 per 
cent excise tax on all sports equipment, 
and with the growing use of sports 
items as gifts, jobbers have experienced 
an unprecedented run of orders, not 
only for fall sports lines, but for roller 
skates, tackle boxes, golf equipment and 
other relatively out-of-season lines, des- 
tined undoubtedly for holiday gift sell- 
ing. The policy among manufacturers 
of sports equipment is for simplifica- 
tion. For example, reels and fishing 
rods, in a number of low-priced models, 
have been discontinued. An important 
mid-western manufacturer of luggage 
and leather goods raised prices 10 per 
cent, effective Sept 1. From another 
source increases are reported, also ef- 
fective Sept. 1, approximatly 10 per 
cent on dog collars and dog harness. 


* % *” 


Builders’ and Shelf Hard- 
ware—Replacement glass drawer knob 
prices have been withdrawn by some 
makers, with no news reaching dis- 
tributors yet of the new schedule. 
There has already been a cumulative 
increase of 15 per cent over the open- 
ing prices in 1941. Two padlock mak- 
ers have withdrawn prices, effective 
Sept. 5, on competitive padlocks. One 
maker has issued new prices, 5 to 10 
per cent higher, and the other has not 
yet issued a revised quotation On Sept. 
1, one line of truck casters advanced 
about 10 per cent, the second similar 
increase since a year ago. W. J. Den- 
nis & Co. prices on screen hardware, 
curtain pole accessories and other hard- 
ware specialties were raised Sept. 2 
about 10 per cent. 


% * + 


Alcohol and chemicals—OPM 
controls over important commercial 
alcohols and chemicals will increase 
the difficulties in the way of civilian 
production of anti-freeze solutions, dyes, 
and many lacquers and plastics. Other 
components of lacquers, varnishes and 
paint products have also been placed 
under priority by recent “chemicals” 
rulings of the OPM. 


* *” * 


Paint brushes—Manufacturers’ 
reserves of imported bristles have 
dwindled now to a point where they 
have barely enough to fill brush orders 
on hand, consequently no new business 
is being solicited or accepted. At 
pre ent, no shipments of bristles are 


HARDWARE AGE 



































' TODAY... as for 66 years 
A JACKSON PRODUCT IS SUPERIOR 


Since 1876 Jackson Manufacturing Company has led the industry in quality, 






design and fair price. Right now the demands being placed on our modern 






plant are greater than ever before ... but today, as always, when you sell a 






Jackson Product you have sold a superior product. 






Under present conditions it is not always possible to make shipments as 





prompt as we should like. We suggest you let us know your needs well in 





advance and we will make every effort to meet them. 






Write for Catalog No. 42 H—Illustrated in color. 


JACKSON MANUFACTURING CO. HARRISBURG, PA. 


Manufacturers of 







BARROWS—LAWN ROLLERS—CONCRETE CARTS—DRAG SCRAPERS—MORTAR PANS—MIXING BOXES 









APPLIANCES 





ANY Kawneer 
STORE FRONT USER 


A. H. Rost, Rost & Parsons, 
aa eb aaa on ur) Se Macomb, Ill., says: ‘...we are 
highly pleased with our new Kaw- 
neer Store Front and the results 


it has produced. We were forced 
to move from a corner location to 
the middle of the block, so we 
set about to find something which 
would make our store distinctive 


in appearance. Kawneer solved 
our problem. Sales mounted far 
beyond our fondest hopes the first 
year, and the first six months of 
the present year show even great- 
er sales volume than 1940.”" You 
Kawneer can get equally profitable results 
(Y — neer from a new Kawneer Store Front, 
COUPON BRINGS ILLUSTRATED BOOKLET ON NEW STORE FRONTS ones ROTeR Mae eee. Satay. 
Write for free illustrated booklet. 

ee) 








The Kawneer Company, Niles, Michigan HA-9 4 
5 Please send free copy of your new illustrated store front booklet. 1 


NAME ____ ADDRESS EFFECTIVE SALES STIMULANT 


A LLL 


CASH IN ON THE WORLD'S MOST 
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~~(CHICAGO)— 
SPRING HINGES 


Silent Action 


Architects and Builders’ 
Hardware Engineers realize 
the importance of silence in 
a residence, hospital or 
school. 


The Relax Double Act- 
ing Spring Pivot-Hinge op- 
erates quietly, slowly and 

mites with few oscillations. It is 

Type 6001 economical in the cost appli- 
Spring Pivot-Hinge ° e 

cation and maintenance. 





The “spring action release” permits the door 
to be placed open at any desired position. The 
door will not stand open unless the spring 
action is purposely disengaged. This avoids the 
annoyance of doors unintentionally left open. 


Chicago Spring Hinge Company, 
CHICAGO NEW YORK 
U.S.A. 











WORKS 
WITHOUT 
PAY 


@ This strongly re- 
enforced corrugated 
board display and 
stock keeping carton 
comes complete with 
two dozen hammer and 
hatchet handles assort- 
ed in price to retail at 
10c to 25c each. Four 
handles always on dis- 
play—balance of stock protected against dirt. Uses 
only one-half square foot of space on counter or 
shelf. Display your stock, increase turnover and 
profits with this silent, no pay, super salesman. 


ORDER FROM YOUR JOBBER 
If he cannot supply you, write us— 


TURNER, DAY & WOOLWORTH HANDLE CO., INC. 


LOUISVILLE, KENTUCKY 


FOR OVER 80 YEARS — WORLD'S LARGEST HICKORY HANDLE MANUFACTURER 
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| LOCKING 





Superior in value to many knives selling 
for much more. High carbon steel blade 
holds keen cutting edge well. Blade 
operates with one hand and locks safely 
in any one of four lengths, making it an 
ideal knife for home, school, shop or 
hobby work. Unbreakable plastic han- 
dle is available in a wide range of lus- 
trous colors. Retails for $0.50, $0.75 and 
$1.00. Send for trial dozen in display box 
at full discount. 


Dept. HA-2 


| POSITIONS 


le 


| Opens with 
| one hand. 








OCP CTA 


GITS Ve bin # 


A 








MAKE MORE MONEY 
with the COMPLETE 


HOTSTREAM 


Line of Water Heaters 





© Hotstream points the way to greater 
profits from Water Heater sales, be- 
cause it offers the most complete line in 
the world. With Hotstream alone you 
can meet the needs of all your custem- 
ers—with models for every requirement 
and for every fuel. 


Gas 235 styles and sizes are 
listed in the new Hotstream 
e No. 4+ Cataloa—the only 


one of its kind! 
Electricity 
* 


Fuel Oil 
e 


Liquefied Gas 
7 


Kerosene 





Write today for the No. 41 Catalog—the most 
complete book on the science of water heating. 


1EVE A r ‘ea C0) 
. -LEVELAND, ORIO 


HE HOTSTREAM HEATER COMPANY 
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getting through from China, but the 
industry hopes that some easing of the 
Far Eastern situation may permit reg- 
ular transportation to be resumed be- 


Amen 


SON 


fore long. 




















1 a * 
| 
Furniture sales—An industry | 
survey, recently completed, reports on | 
July business in furniture. New busi- 
ness booked in that month gained 53 | 
With ordinary per cent over a year ago. This increase, 
hinges, door may : : 
bump and — while large, was less than during the | 
aS to immediately preceding months, when | 
> and screws. gains ranged from 60 to 118 per cent 
: over the relative 1940 monthly totals. 
For the first seven months of this year, | 
new orders were up 65 per cent over | P R 0 M P T S H | P M E N T 
a year ago, and at the end of July | UNIFORM HIGH QUALITY 
backlogs of unchipped orders were | 
ing estimated at more than 9 weeks’ busi- | 1 0 L A R G E P L A N T S$ 
ide : i + 
ness, and about 2% times larger than 0 ? 
~ the industry’s backlogs in July, 1940. Principal products inelude — Alloy 
pd int, semi- -Invisibie Steels, Tool Steels, Stainless Steel, Hot 
,~ om coteot se nt, arene o --<@ Rolled Bars, Hoops and Bands, Beams 
se crews: 
an- hinges, Pevain on = hin es jos guarantee “— Toy stocks—Indicative of the and Heavy Strueturals, Channels, 
lus- "iemucice joints on al quiet operation ‘ ; F Angles, T d Zees, Plates, Sheets 
aad 5 demand for toys for the holiday season | ng pti ‘ ee ae ° . 
5 is the fact that 16% per cent of the | Cold Finished Shafting and Screw Stock, 
x ame i sui Strip Steel, Flat Wire, Boiler Tub 
items listed by the Toy Guidance Coun- trip Steel, Flat Wire, Bower lubes 


ASK YOUR 


cil, Inc., in the cooperative advertising | 


plan of 16 wholesale distributors and 


and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 


for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 


58 manufacturers are no longer avail- 


JOBBER 


4 
é Q 
’ Hapowa t co 


able on new orders. Thirty-eight per 
cent of the 261 items listed are avail- 
able for immediate shipment, 28 1/3 





per cent of the items will be ready for 


EY 


rE VAUGHAN 





shipment before Nov. 1 and no guar- 


antee as to delivery is promised on the 
remaining 17 1/6 per cent of the listed 














items. 
“i SUB-ZERO Cae 
AXES Oil burners — Monthly  statis- | MODERN-LINE PLATED 
rs tics on orders, shipments, and stocks of | D 2 
| The choice aft oil burners released recently by Direc- Raed 
_ tor J. C. Capt, Bureau of the Census, GLASS CUTTERS 
b farmers and U. S. Department of Commerce, indi- , j 
: “4 woodsmen cate July, 1941, shipments totaled 27,- y 
845 units compared with 22,019 units 
you eve ryw here in July, 1940. Totals for the fir-t seven —_—=#7 3 SS 
om- Designed for chopping months of 1941 were 177,722 units New standard handles 
ent at temperatures as compared with 113,953 units in the on all models. Heavily 
tow os 80° bel same period last year and 91,772 units plated and polished. 
w as elow zero. in 1939. The statistics refer to oil 
5 F - Perfect finger rest. 
- NO BETTER AXE AT ANY PRICE burners and oil burner units consuming Long-life, machias 
ream : H = 3 : 
only All-tool steel blade is electrically fused to pie - i — pengesnsisthoee ' made uniform alloy 
tough steel head by Vaughan’s exclusive, Fs SOE, Ce Oe ee steel wheels. 
patented process. Distinctive blue and sil- ing plants and from manufacturers pro 
ver striped head and high grade white ducing 90 per cent of the total value Oversize hard bronze 
hickory handle make the Vaughan Sub- of the output for the industry. axje, smooth opera- 
Zero Axe the most distinctive axe on the | tion. Pregreased. 
market. > = 2 Rustproof. 
rang ager Axes with your next Appliance sales—Electric ap- LANDON P. SMITH, INC 
erder. Dicey them on your counters | since salen ae aay then of any mune 
will remark about their beauty and every year in history. Sales for the first half 
user will vouch for their quality. of 1911 and the percentages of increase 
most over last year are: electric househol«| 


i Ask your Jobber for details or write 
i - direct to the factory! 


y VAUGHAN & BUSHNELL 
MANUFACTURING CO. 
2114 Cerroll Ave., Chicago, Ill. 


refrigerators—2,451,937 units—3l per 
cent; electric washers—1,024,533 units 
—41 per cent, and vacuum cleaners— 
894,132 units or 17 per cent. Sales of 
higher priced quality units are pro | 
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Every feature that’s new. Aero 
(rain shedding) Dome. All-Weath- 
er Controls. New Air Flow Com- 
bustion. Storm Tested. Easier to 
Look at—Easier to Use... 


EASIER TO SELL...in Two Handy Sizes 





Embury Mfg. Co., Warsaw,N.Y. 











The MASTERS 


“HANDI-CART”’ 


U. S. PAT. 2,249,019, JULY 15, 194! 


“Successor to the Wheelbarrow” 


The Masters ‘‘Handi-Cart"’ was 
originated, designed, perfected 
and patented by E. L. Masters 
of the Masters Planter Co., 
Chicago, Ill. Because of the out- 
standing success of the ‘‘Handi- 
Cart’’ since its introduction, 
other mnaufacturers are endeav- 
oring to make and substitute a 
cart of similar appearance 
For quality, strength, durabil- 
ity, superior workmanship and 
complete satisfaction of your 
trade, sell the genuine, orig- 
inal Masters ‘“HANDI 
CART” Why not sell 
the best ? When you rec- 
ommend and sell the 
Masters “HANDI- 
CART" you build 
prestige as well 
as profit for 
yourself. The 
“Handi-Cart’ is 
useful for hundreds 
of jobs around the 
house and in the fac- 
tory, too 


Made in 2 sizes: 242 & 33% cu. ft. 


to retail for 
$ 25 $ 25 _~—sCé~Prricess 
5 and 7 Chisago 
ee 


WE WANT Live Jobbers and Dealers 


Masters “Handi-Cart” offers a most attrac 
tive proposition for the progressive jobber and 
dealer Profit margins are generous. Write 
or wire for description and discounts 


MASTERS PLANTER CO. 


Masters Bidg. Dept. 33 CHICAGO, U. S. A. 
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portionately higher and total dollar 
sales show still better business. The 
average price of refrigerators has moved 
up $16.00 since January, from $144 to 
$160, and up to $77.00 on washers from 
the $71.00 average of last January. 


ae * we 


Steel production Because 
large amounts of steel cannot be spared 
without slowing down vital phases of 
the defense program, some of the big 
-emi-defense projects which have been 
talked about face restriction, postpone- 
ment or abandonment, reported The 
Iron Age in its Sept. 11 issue. The 
flow of incoming business to steel mills 
in the past week contracted somewhat, 
with nearly all producers noting a de- 
cline in the volume of new specifica- 
tions. In the light of the great defense 
backlogs, this tapering has little sig- 
nificance. With a lack of scrap and 
pig iron continuing to bar still higher 
steel output, operations rose a point 
this week to 97% per cent. This com- 
pared with 96% per cent last week and 
97 per cent in the pre-holiday week. 
Coke pig iron production in August 
reached a new high, totaling 4,791,432 
net tons, compared with 4,770,778 tons 
in July, according to reports to The 
Iron Age. Output on a daily basis in- 
creased slightly from 153,896 tons a 
day in July to 154,562 tons in August. 
On Sept. 1 there were 213 furnaces in 
blast. 


* a * 


Retail Impetus—Added to the 
normal September spurt of retail sales 
in cool-weather merchandise, fall sports 
and _ back-to-school supplies, is the 
shoppers’ still evident anxiety to fore- 
stall higher markets, and the scarcity 
of some home and personal wants for 
several ensuing months. However, from 
some quarters are reported the earliest 
signs that consumers ‘are protesting 
higher costs by ordering smaller quan- 
tities at a time. As the Government’s 
new credit curbs take effect, it is 
logical to expect further leveling off of 
retail sales, particularly of large unit 


merchandise. 
a * a 


Early holiday display \ 
number of wholesalers have already 
dressed their sample rooms with holli- 
day displays of toys and gift goods. 
and early “open-house” meetings of 
their customers have resulted in buy- 
ing, encouraging both as to size of 
orders, and earliness of shipment. The 
news has spread widely that not only 
will toy and wheel goods lines be much 
shortened, but that manufacturers are 
taking no chances of over-supply, pre- 
ferring to provide only items and quan- 
tities which are sure of prompt sale, 
and generally omitting any plans for 
later replacement stocks. 

















WHITE MOUNTAIN 


ICE CREAM 
FREEZERS 





a 


y) 
My 


zZzo-asa0z2 





These widely known freezers outsell all 
others. An attractive display in your 
store or window will stimulate buying. 
Keep stocked in all sizes through your 
jobber. They are well supplied. 


THE WHITE MOUNTAIN 


13749 ee 
NASHUA, NEW HAMPSHIRE 








While on convention 


October 12th to 16th 


. .. you'll see why The Claridge 
is considered “tops” in seashore 
luxury. 400 spacious outside rooms 
with tub and shower, fresh and 
sea water. Three ocean decks, 
Sky-top Solarium. Health Baths. 
Music every day in the gay May- 
fair Lounge, popular rendezvous 
for a tasty sip or snack. 


CLARIDGE 
HOTEL 


ATLANTIC CITY 
Gerald R. Trimble 
General Manager 
New York Office: = 
PEnnsylvania 6-0665 


orth o, 


vais? 
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BEAT Your Quota with 


COMPLETE LINE 
TO RETAIL PROFITABLY AT 
25¢ to $1.00 


Highest speed, smooth, easy 
action, rugged construction, 
slip-proof gears. Colored wood 
or plastic handles. Stainless 
Steel beater blades on models 
50c¢ up. 

No. 5: retails 25c. Nickeled finish. 


Tinned steel blades. Enameled wood 
handles. 





No. 3: retails 50c. Stainless Steel blades. 


No. 2: retails 75c. Special easy-clean 
design. Stainless. 


CAN OPENERS 
KNIFE SHARPENERS 
JAR OPENERS 


CAP REMOVERS 
* 
At Your Jobbers 


No. |: retails $1. Colored plastic han- 
dies. Stainless. 


No. 0: retails $1. Heavy-duty model. 
Stainless. 


COUNTER DEMONSTRATOR 
DISPLAY AVAILABLE 





EDLUND COMPANY 
BURLINGTON, VT. 








All standard sizes and lengths including Hollow 
Cable, Reinforced Hollow Cable, 6-Strand Twisted, 
4-Strand Twisted and Solid. Wright Wire Clothes 
Lines (Strand) for many purposes. Copper bearing 
steel exclusively. 


CF WRIGHT St 
. WIRE CO 
WORCESTER: MASS. 
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FLAMEMASTER 


ASBESTOS W 





Flamemaster Ashestos Wick is ventilated to permit 
the free flow of oil through bow] channels. Its sales 
records prove its superiority! Made in all widths 
it is available in 100 foot rolls and also in cut 
lengths. Every style of Flamemaster Wick is pro- 
vided with merchandising material that makes it 
easy to stock and dispense—AND most important 
this material has proved that Flamemaster SELLS 
FASTER! 
@ SPECIAL MERCHANDISING DEAL eo 
SENIOR MERCHANDISER 
Special Deal No. 1 -—Puts an end to tangled, 
shopworn stock. No more losses through wrong mea- 
surement. Contains 400 ft. of Flamemaster Wick in 
4 sizes, % in., 1 in., 1% in., 1% in. A chart on 
front gives wick specifications for all makes and 
models of burners. 
All-Metal, in 3 colors. Dealer net, 
F.0.B. Jobber’s Whse. $9.90 
Also FREE—Valuable Dealer Selling Aids 
JUNIOR MERCHANDISER 
Special Deal No. 2 —Built on the same prin- 
ciple as Senior size. Contains 100 ft. % in. and 
100 ft. 1% in, Flamemaster Wick. Gives wick 
specifications for 85 makes and models of burners 
Dealer net, F.0.B. Jobber’s Whse tae a 
ATTRACTIVE 2 COLOR WINDOW OR WALL POSTER 
Handy Boxed Sets —-in 5% or 12 ft. Rolls 
Also cut-to-fit sets for specific burners. Put up in 
individual 2-color cartons for counter display. 
FLAMEMASTER FASTHEAT 
De Luxe Asbestos Wick 
2 ply construction with “‘Accordion Fold’ con 
“‘inside oil flow’’ elim- struction enables this 
inates clogging. Revo- wick to be stretched or 
lutionary construction is compressed to fit 95% 


proved, Packed in In- of ranges. Packed in 
dividual display boxes display box in sets of 
with 5% feet and in 4 rings—-2 each of 2 


hundred foot rolls. different sizes 


Distributed by the Country’s Leading Jobbers 


(Desk 2) ATLAS ASBESTOS CO., 





MADE IN U.S.A. BY 


THE WM. SCHOLLHORN CO. 


NEW HAVEN, CONN, 





Sets the Profit Pace 
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SENIOR DISPENSER 










JUNIOR DISPENSER 












BOXED WICK 








North Wales, Pa. 











A “buy” word 
it pays to use 


Well made merchandise, 
reasonably priced, has long 
been the simple explanation 
of SHELBY popularity as a 
“buy” word in the hardware 
trade. In the days that lie 
ahead, some items of the well 
rounded SHELBY line will 
necessarily be restricted 
somewhat by availability of 
materials. But of these two 
things you can be sure — we 
are making every effort to 
meet both normal demand 
and that created by defense 
housing — and we intend to 
maintain a strict adherence to 
SHELBY standards. 


Buy SHELBY and 
you won't go wrong. 








THES yb 


‘a SPRING HINGE CO 
SHELBY, OHIO 








NATIONAL ADVERTISING 
STEPPED UP AGAIN 













eo 


WITH SALES CLIMBING FAST, Iron 
Glue again has increased its national ad- 
vertising, which has made the Iron Glue 
elephant one of America’s best known 
hardware trade-marks. LIFE, SATURDAY 
EVENING Post and COLLIER’S now carry 
Iron Glue advertising every month. The 
new lever-lift top for 10¢ bottles, always 
easy to open and close, is a smash hit. Ask 
your jobber, or write giving jobber’s name, 
for full details. 
THE McCORMICK SALES CO. 
428 Light St., Baltimore, Md. 
In Canada address: 


McCormick & Co. (Canada) Ltd. 
Toronto, Ontario 








AN ELEPHANT FOR STRENGTH 
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How to Merchandise 
Gas Stoves and 
Ranges 


(Continued from page 52) 


ever type range is included it 
should always be hooked up for 
demonstration. The dealer main- 
taining a model kitchen has a nat- 
ural setup for store demonstra- 
tions for groups of women at all 


| times. 


14—Accept trade-ins. 


A Massachusetts dealer who ac- 
cepts trade-ins, not only on range 
sales but on other major appli- 
ances, resells them. Buyers wish- 
ing to return these used units for 
credit toward the purchase of new 
merchandise are allowed the full 
amount paid toward the purchase 
of a new unit within a reasonable 
period of time. This is a very ef- 
fective way of building “clean” 
sales. Such a plan is particularly 





good in a community where there | 


is a good market for used equip- 
ment. 


15—Exhibit at county fairs. 


Major appliances actually in op- 
eration always make a hit at 
county fairs. One New York State 
hardware dealer displays and dem- 
onstrates various major appliances 


at the county fair. He says that 


this attracts attention of out-of- 
town people and reminds local 
folks that the store is really in 
the appliance business. It’s a worth- 
while idea. 


16—Advertise your lines. 


As for all other major appli- 
ances, the proper use of newspa- 





per, direct mail and circulars is | 


decidedly to the advantage of the 
hardware store wishing to remind 
the public that it is “stove head- 
quarters.” Tying in with printed 
advertising, stores would do well 
to frequently and constantly show 
at least one range in its window 
displays. Such a display is natu- 


rally enhanced by the showing of | 


cooking utensils and preparation 
equipment as a bid for those 
extra sales. 






“SUDDEN DEPTH" 
Carboloy Tipped 
DRILL POINTS 


MULTIPLY 
EXPANSION 
ANCHOR SALES 


Here's the new, service-proven 
Drill Bit every mechanic wants. 
It makes uniform anchor holes 
in Concrete, Stone, Tile, Marble 
and similar materials 50 to 75% 
faster—wears longer—works easier 
—eliminates noisy pounding. Can 
be used in any rotary drill—slow 
speed. Ask your Jobber for ''SUD- 
DEN DEPTH" Drill Bits TODAY. 
Also write for new Drill - Bit 
Folder and Catalog of PAINE 
Anchoring Devices. 


























A BEI, 


Figures 900 980 950 955 
A few of the complete line of PAINE Anchoring 
Devices. Fig. 900—Lead Expansion Anchor; Fig. 
980—Malleable Shield; Fig. 950—Lead Wood- 
serew Anchor; Fig. 955—Fiber Woodscrew 
Anchor. . 


THE PAINE CO. 


2963 CARROLL AVE. CHICAGO, ILL. 
New York Warehouse & Sales; 484 Warren St. 


© 
Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 








Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


100 E. 42nd St. New York City 


@ 
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HARDWARE FOR 





You Can Add $25 to 
Your Hardware Allowance 


Sell Stanley ‘Roll-Up’ Garage Doors 


Sold only through dealers, Stanley “Roll-Up”, the 
finest garage door equipment, can be offered to con- 
tractors or owners for only $25 more than would 
be paid for hinged door equipment. 

For you, that means transferring garage doors to 
the “hardware” allowance. Multiply it by the number 
of homes going up in your locality—a nice added 
volume for you, isn’t it? Write for full particulars 
now. The Stanley Works, New Britain, Connecticut. 





ISTANLEYF 





Trade Mark 


CAREFREE 











PREPARE 


FOR THE 1941-42 HEAT- 


ING SEASON NOW BY 
ORDERING YOUR STOCK OF 









FARRELL-CHEEE 


FIRE-FIKER 


POKERS 

FLuE BRUSHES 
CLINKER Hooks 
Back-uP WRENCHES 


Asu Hoes 
Suice Bars 

CLINKER TONGS 
CLINKER RAKES 


Write Today for 1941 Catalog 


FARRELL-CHEEK STEEL CO. 
SANDUSKY, OHIO 











poORS, 


| 
| 
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AW Columbian Homeshop Vises are designed 

to provide the required strength and are 
attractively finished to appeal to the user. 
Columbian has always dominated the vise field. 
All three sizes include every feature and are 
packed in individual cartons — convenient for 
shelf storage and handling. 


Columbian gives the retail merchant a better 
sales set-up .. . quicker turnover and more 
profit. See your distributor. 


THE COLUMBIAN VISE & MFG. CO. 
$017 BESSEMER AVE CLEVELAND, OHIO 
WORLD'S LARGEST MAKERS SES 


PURITAN 
CORDAGE 








PURITAN CORDAGE MILLS, Inc. 
LOUISVILLE , KENTUCKY _ 
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PENCIL 


PHILADELPHIA, U. S.A 


THE NEW PATENT STRING DEVICE 











OTHER 
PRODUCTS 
OF 
ATLAS 
ASBESTOS 
co. 


Asbestos Wick 


Asbestos Lead 
Joint Runners 
Glaswik for 
sub- irrigation of 
potted plants, 
germination of 
seedlings, etc. 
Brake Lining 
Clutch Facings 
Asbestos Tapes 
and Sleevings 
for electrical 
insulation. 


Asbestos Listing 
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OIL RANGES AND HEATERS 


MADE 


The Original 
IT’S PROVED 
IT’S PROFITABLE 


Glaswik — made en- 
tirely of the famous 
Fiberglas Yarn—Fea- 
tures performance im- 
possible with old-style 
wicks. It Lights 
Instantly. Needs less 
Attention. Lasts 
Longer. Produces 


More Heat. No Car- 
bon or Soot. Uses 
Less Oil. 





ENTIRELY OF 


Mf'd under U. 8 
2.197.866 and 2,184,899 





Please send 
on Glaswik. 





Merchandising Material with Each 12 Boxes 


“ins habedento, Dow 
North Wales, Pa. 


literature and \ 


If Your Jobber 


Can't Supply You... 


Pat's 


houses, has gained tr 
are expanding this policy for your benefit. 





Yes! Rogers continues to sell for you 
with national advertising in POPULAR ME- 


Rogers exclusive policy of offering the hard- 
ware trade absolute protection by not selling to 
chain store groups, group buyers, and mail order 

d tum, and we 


Now ...DEMAND 












_.-PROTECTION | 
= 


OLE SERGEANT 





CHANICS and POPULAR SCIENCE mage- oS 
zines reaching well over 1 million s 

monthly. ROGERS VW 
In addition, we offer free project booklets 3,000* 


and project sheets to your customers at any 
time. Just advise us of the quantity that you 
desire to have at hand, and we shall be 
glad to forward a supply. 


Phone Your Jobber for Special Deals 


We are running a special display offer which 
includes free merchandise, and we are also 

king up a special project glue deal which 
includes project booklets and project sheets. 





Waterproof gie 
Resin glue ’ 


500° 
450° 


COMPARATIVE 
STRENGTHS 


“Lbs. per sq. 





inch 








USE ROGERS LIQUID FISH GLUE 
“The Glue with the Grip of a Gorilla" 


GLOUCESTER, 


a 








For cutting smooth- walled, flat- bottomed holes, for scalloping, 
scroll and veneer work, pattern making, for boring at angles, 
through knots and twisted grain recommend FORSTNER AUGER 
BITS to your customers. Note how a circular rim, instead of 
a center spur, guides the bit—permits operation in any direct- 
ion with the entire cutting surface at work all the time, Forstner 
Bits are made from fine tool steel, tempered to hold a keen cut- 


ting edge. They operate freely 
and will not clog with chips. In- 
clude these handy, all-purpose 
boring tools in your line for pro- 
fitable selling. Order through 
your jobber. 


Forstner Auger Bits are available in the 
following sizes: For machine boring, 
4" to 114” by sixteenths; 1142“ to 3” 
by eighths. For hand boring, %4" to 
1%” by sixteenths. Sold singly or in 
sets of 9, 11 or 17 bits each. 


ROGRESS 


G TON 


IVE 


N 
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Three Eagle Trowels 


Three Sales Leaders 


x= 


No. 35 Pointing Trowel. One piece bright 
steel blade 5 inches long. Shellacked hard 
wood handle. No rivets. Proper balance. 
Packed 1 dozen to a carton 


No. 45 Brick Trowel. 10 inch blade made 
from one continuous piece of steel. Shel 
lacked hard wood handle. Improved design. 
Bright finish. Packed 14 dozen to a carton. 








ae 





No. 55 All Steel Trowel. One piece en- 
closed type handle welded to hard bright 
steel blade. Trowel will not rock. Blade 
has_same rigidity its entire length. No riv- 
ets. Length of blade 10 inches, width 4% 
inches. Packed ™% dozen to a carton. 


Your Jobber Can Supply Them 


EAGLE MANUFACTURING CO. 


Dept. 991 Wellsburg W. Va. 
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ADD THIS PROFIT MAKER 





















Farmers every 
where like the ‘‘feel’’ 
of the Collins Bush 
Hook. It handles eas- 
ily, and is invaluable 
in clearing away 
brush, saplings and 
undergrowth. Added 
selling point — it’s a 
Collins, famous for on 
the job performance. 
Complete your 
profitable axe line by 
adding this quick- 
selling item. Order 
from your jobber—if Since 1826 this 
he can’t supply you, {trade mark has 
write The Collins Co., eant, guality 
Collinsville, Conn. aes. 
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Model Airplane Stocks 
a Magnet for 
Customers 


(Continued from page 54) 


fered. Then, too, as a member of 
the store staff says, “We just keep 
talking about this department. 
And we always have some model 
airplane material displayed in one 
of the windows.” 

A stock valued at from $200.00 
to $300.00 is always on hand in 
the model airplane display. There 
are flying model kits (rubber 
band-operated), priced from 10 
cents up and kits for use with gas 
motors, priced up to $9.00 and 
$10.00. Gasoline motors are of- 
fered in a good range beginning 
at $5.00, with units selling for 
$14.50 and $19.00 being the best 
sellers. Add to these sales the re- 
placement parts and the purchase 
of new kits by veteran model 
builders, and you get a nice vol- 
ume. Another help. is that one of 
the salesmen is himself a model 
airplane fan. 

Racing car kits are another 
good model line sold by the store, 
outfits selling at $10.00, $12.00 
and $14.00 being carried in stock 
at all times. There are also kits 
for men and boys who like to 
make modern merchant. passenger 
and battleship models as well as 
ships from the time of Columbus 
and even earlier. 

In addition to the complete kits. 
wing dope, transfers. rubber 


| bands, balsa wood, motors. extra 


wheels, propellers, and other re- 
placement items are shown on a 
built-up 7-ft. table. This display 
is enhanced by two rubber band 
model planes built from kits offered 
by the store and suspended from 
the ceiling. ,Each bears a card 
indicating its type and the price. 
respectively $1.50 and $1.00. 


Can’t Change Contract 
66 RDINARILY.,” says the Su- 


preme Court of Mississippi 
in a recent case, “a selling agent is 
supposed to be employed to contract 
a sale, and has no implied power. 
once this is done, to undo or modify 
the contract.” Of course he could 
make changes if he had special au- 
thority to do so. but not otherwise. 











McGill Metal Products Co. 





MILWAUKEE- LAWSON 





Keeps Doors 


MILWAUKEE bd 


The 


best ... 
BETTER BRAND 


MOUSE AND RAT TRAPS 








Hygrade 


Surface Floor 









Spring Hinge . . . 





Free-Swinging LONGER 


Long years of trouble-free service, 
with ball and roller bearings, en- 
closed dust - free grease chamber 
and working parts, adjustable align- 
ment and spring tension—and many 
other patented features—are good 
reasons why MILWAUKEE- 
LAWSON “Hygrades” are favorites 
‘fon demand” at Dealers every 
where. Builders, Contractors, Archi- 
tects, know them by reputation, ask 
for them by name—as they do the 
COMPLETE LINE OF MILWAU- 
KEE-LAWSON_ BUILDERS’ 
HARDWARE .. . Popular for over 
40 years. 


Write for Catalog. 


MILWAUKEE STAMPING COMPANY 
816 SOUTH 72nd STREET 


WISCONSIN 





Hardware Men in England 


(Continued from page 94) 


tens, leaving only a small central 
rectangle available for the display 
of wares. Where this is the case, 
the importance of investing this cur- 
tailed space with lively interest is 
intensified, while, at the same time, 
the labor entailed is diminished. 

“For many of their necessities the 
public have had to register with spe- 
cific retailers; they cannot easily re- 
move their custom; they are largely 
at the shopkeepers’ mercy. Such 
traders, themselves harassed by re- 
stricted supplies, depleted staff, ra- 
tioning red-tape and all the worries 
of wartime shopkeeping, have, in too 
many cases, slipped into a ‘take-it- 
or-leave-it’ attitude towards their 
customers—an attitude not only de- 
plorable but also deplorably short- 
sighted. 

“The public may appear to accept 
such treatment stoically and philo- 
sophically, but you may be sure they 
don’t like it. What is more, they 
won't stand for it a moment longer 
than they think they have to; the 
shop where courtesy is scant will, 
eventually, be the shop where cus- 
tomers are scanty. 

“On the other hand, ordinary con- 
sideration now takes on the aspect 
of positive virtue. Politeness stands 
out like a beacon in very contrast to 
accustomed offhandedness. The shop- 
keeper who takes the trouble to be 
specially affable and helpful nowa- 
days, will be helping himself to build 
such popularity as will stand him in 
good future stead. 

“Our aim, then, should be wider 
than just ‘making the best of things’ 
as they are today; we should also 
make the most of them. Without 
excessive and ultimely lavishness, 
but consistently and with determina- 
tion, let us discover and utilize every 
possibility of gaining and maintain- 
ing custom. We should not only con- 
centrate on ‘holding the fort’; the 
time is ripe for strengthening and 
improving the whole structure for— 
The turning point has come.” 

Running through this very well 
written house organ we quote the 
following: 

“Tt’s no use blinking at hard facts, 
even when they are ‘blinking’ hard; 
and there’s no getting away from 
the fact that it is hard giong in the 
hardware and, in fact, most busi- 
nesses just now. 

“The trouble is not so much the 
lack of hard cash in the public’s 
pockets, as the retailers’ lack of 
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those things which customers are 
wanting. What with the Limitations 
of Supplies (Miscellaneous) Order 
and the fact that so many manufac- 
turers are up to their eyes in the 
production of war materials, it is 
now the empty shelf, instead of the 
full one, which is the dealer’s night- 
mare. 

“The public, while sorry not to 
get exactly what it wants, is often 
glad to take what it can get, in these 
days. There is less insistence upon 
precise types and specific brands; 
moreover, there are néw demands 
for all manner of things which had 
little sale in normal times. 

“While you may be losing busi- 
ness through not having certain 
stocks to sell, the very conditions re- 
sponsible for this also bring oppor- 
tunities for disposing of stock which 
you never hoped to unload, except 
perhaps through the most desultory 
sequence of sales. 

“Bring such dead stock to life; by 
cutting losses of the past, it will help 
to keep up your preesnt turnover. 
Delve into those dark corners of loft 
and storeroom, outhouse and attic— 
those cupboards and packing cases, 
top shelves and bottom drawers- 
and you will, almost certainly, dis- 


cover forgotten treasure which will 
find an easy market nowadays.” 

Here follows a list of outmoded 
goods that can be dug out and put 
on sale. We here in the United 
States can follow this example even 
now when certain goods are scarce 
and hard to get. 

Then comes a curious and inter- 
esting article, “Stop Shuttering 
From Shattering Your Business.” 
This refers to the necessary shutter- 
ing of windows against bombs— 
windows a fraction of their former 
size. 

Next comes an article on the con- 
trol of sizes and containers, espe- 
cially concerning “tins” and “cans.” 

Space forbids our quoting many 
other articles and ads that vividly 
portray what the English hardware 
man is up against in war time and 
how bravely and intelligently he is 
making the best of the situation. 

Nowhere in this publication is 
there a hint of defeatism or depres- 
sion. On the other hand there is 
hope, faith and optimism. 

I wish our readers could study 
these articles at full length as I am 
sure that all of us would benefit by 
seeing the spirit with which our fel- 
low hardware men are meeting their 
war difficulties in England. At least 
we would learn the lesson of accept- 
ing some of our present compara- 
tively insignificant inconveniences 
in a courageous and philosophical 
spirit. 





EFFICIENT SPACE SAVERS 


John A. Waddell, Wad- 
dell Hardware, Greene- 
ville, Tenn., demon- 
strates how his firm 
stocks and handles 
barbed wire during 
these times when ware- 
house space is at a 
premium. The barbed 
wire is stacked high in 
bins along the wall. A 
rope running through a 
pulley with a hook on 
the end of it is used in 
stacking as well as pro- 
curing the wire for 
customers. One man 
can handle this job 
without difficulty. 
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NET MORE PROFIT 
ON SANDER RENTALS 


with this HIGH PRODUCTION, & 
TROUBLE-PROOF, LOW COST 


SANDER 


The new Dreadnaught Quality 8 is exactly 
the machine that rental dealers have 
always hoped and praved for:—A fuil 8” 
machine so huskily built and fool-proof 
that it eliminates those costly lay-ups and 
service charges that whittle down sander 
rental profits—Nationally known Motor 
requiring no lubrication or brush 
changes.—V-belt Power Transmission— 
Extremely easy to change sandpaper 
arrangement. — Perfectly Balanced to 
assure ease of handling and maxi- 
mum cut.—Highly Polished Alumi- 
num and Chromi- 
um with contrast- 
ing black fittings 
— Backed by 
Broadest Guaran- 
tee in the industry 



























DREADNAUGHT 
SPEED EDGER | 


Ideal running 
mate for the 


—Priced Unprece- Dreadnaught 
dentedly Low. — 
Investigate! 


By all means get 
the complete facts 
concerning this 
finest of all rental 
sanders. Do it 
NOW! 


CLARKE SANDING MACHINE CO. 
DEPT.HA240,MUSKEGON, MICH. 














“NEVER SAW AN AD 
PULL SUCH RESULTS!” 


Hardware Age, 
100 E. 42nd St., 
New York, N. Y. 


Gentlemen: 


You had better “call off the dogs” and not run our 
Want Ad again. We have received so many applica- 
tions as a result of it that we have had to put on an 
extra clerk to do nothing but read them. 


Frankly, I never saw an ad pull such results. 


Yours very truly, 
Signed—General Sales Manager 
This letter from a nationally known hardware corporation is | 
proof that H.A. Classified Ads bring sure results. For Help 
Wanted, Sales Representatives Wanted, Accounts Wanted, Posi- | 
tions Wanted, Business Opportunities, etc., send your ad with | 
remittance to— 


HARDWARE AGE 


Classified Opportunities Dept. 
100 E. 42nd Street, New York, N. Y. 
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To Our Friends 


And Customers— 


In this national emergency, the Office of Pro- 
duction Management has placed restrictions on the 
It 
is therefore necessary to obtain Priority Preference 
Certificates to fill Defense Orders. 
that you supply us with Preference Rating Certifi- 


use of all brass, bronze, steel, and iron castings. 
May we request 


cates whenever possible, to expedite deliveries. 


Kindly identify any order pertaining to Government 


“DEFENSE WORK”. 


We will do our utmost to keep you supplied 


work as 


with goods for civilian use, but ask that you bear 
with us if we are slow in making shipments, as we 
are endeavoring to cooperate with our Government 
in supplying its requirements. 

We thank you for your patronage, and beg 
your indulgence in these difficult times. 


Yours very truly, 


Bommer Spring Hinge Company 


Arthur H. Bommer 


Sales Manager 


Bommer Spring Hinge Co.. 
Brooklyn, N. Y. 
Chicago Sales Office: No. 180 N. Wacker Drive 
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STEEL BELT LACING 


FOR KEEPING | THIS ECONOMY PACKAGE is a| FOUR SIZES IN 
UP YOUR STOCK | particularly attractive merchan- | ECONOMY DIS- 
these Economy dising item. It avoids the neces- PLAY UNIT. For 
Packages are | sity of breaking a standard box | quick over-the- 


| packed 10 of a | of lacing. Contains one set of counter sales 


single size in | lacing complete with gauge and ; a 
corrugated ship- | hinge pins for a 12” belt and the | Use this Econ 
ping carton | lacing can be broken to length | y 4 me. Y 
shown above. | for the narrower belts. mit, containing 


3 packages 15E, 


























Lacing List Weight Belt 2 of 20E, 3 of 25E 
No. Percarton | Per carton Thick: and 2 of 27E. 
15E $4.75 3.1 Ibs. \y"" to 540" 
20E 5.00 4.1 Ibs. 54o"" to Hq" No. 410. Econ- 
25E 6.25 4.9 lbs. Ae" to 742" omy Display 
27E 6.65 5.8 lbs. i," to %o" Unit, List....$5.60 

. Yoo" a 
35E 8.50 8.4 lbs. B60" to Ae ORDER FROM 





All prices subject to discount YOUR JOBBER 


| FLEXIBLE STEEL LACING COMPANY | 


4616 Lexington Street, Chicago, Illinois 
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E-Z CORN POPPERS 


The original rotary Corn 
Voppers. They use less 
heat and do not burn the 4 







corn Stove type or 
electric. 


OverA 

MILLION 
Have Been Sold 
Pistol blue steel. or bril- 


liant nickel finish. Ask S 
your Jobber. 


0. $. Keene Machine Co., 







- Elkhart, Ind. 








Gibson Good Tools 


Gibsen Patented 
Gripper Clips, flex- 
ibje steel, nickel 
plated. Small size 
hold kitchen uten- 
sil4, tools, golf 
cluba canes et 
Large size brooms, 
mops, garden tools, 
ete. Retail l0¢ ea 
on beautiful disp. 
cards. Also Robert- 
son “Horseshoe 
Magnet’’ Hammers. 


@ GIBSON GOOD TOOLS, ee. . 
Box 26E Orange, Mass., U.S.A 

















4 BRUSH-NU COMPANY ,. 


BALTIMORE MARYLAND 











Have been used 
for years 
because of 
their strength 
and lightness. 
All steel 


Prices Will Interest 


The Cleveland Wire Spring Co. 
E. 88th St. and Hamilton Ave. 


CLEVELAND,OHIO @ @ 





Griek . 47” deep 








TROY—BEST 


File Handles 


PATENTED mead =!) 


G 
(Patented), assures better workmanship 





and safety to user. A favorite for over 


40 years. 
TROY FILE WORKS 
Troy, Est. 1831. N. Y. 








You'll find REAL 


Sales Representatives 
advertising in the 
Sales Accounts Wanted 
Columns 
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American Hardware Mfrs. As:o- 
ciation, 83rd semi-annual convention, 
Oct. 13-16, 1941, at the Marlborough- 


Blenheim Hotel, Atlantic City, N. J., 
in conjunction with the 47th annual 
convention of the National Wholesale 
Hardware Association. Charles F. 
Rockwell, 342 Madison Ave., New 
York City, is secretary of the manufac- 
turers’ association, and George A. Fern- 
ley, 505 Arch St., Philadelphia, Pa., 
is secretary of the wholesalers’ associa- 
tion. 


American Hardware Manufactur- 
ers’ Association, meeting jointly with 
the Southern Hardware Jobbers’ Asso- 
ciation, April 20-23, at the Hotel 
Roosevelt, New Orleans, La. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary of the manu- 
facturers’ association, and T. W. Me- 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the jobbers’ association. 


Arkansas Retail Hardware Assn., 
convention and exhibit, Feb. 9-11, 
1942 at Little Rock. 
hibit at Marion Hotel. 
Turner, 322 Markham St., 
secretary. 


Sessions and ex- 
George L. 


Little Rock, 


Central States Hardware Club an- 
nual dinner, Sunday, Oct. 12, 1941, at 
Hackney’s, Atlantic City held just pre- 
vious to the joint convention of the 
American Hardware Mfrs. Assn. and the 
National Wholesale Hardware Assn. 
Cocktail hour 5.30 to 6.30 P. M., din- 
ner at 6.30 P. M. 


Housewares and Major Appliance 
Exhibit sponsored by the Housewares 
Manufacturers’ Association, Inc., 628 
Palmer House, Chicago, to be held at 
the Palmer House, beginning. on or 
about Jan. 4. 


Illinois Retail Hardware  Assn., 
convention and exhibit, Feb. 17-19 at 
Peoria, Ill. Sessions and exhibit at 
Pere Marquette Hotel. C. C. Gilbert, 
1155 Merchandise Mart, Chicago, 
secretary. 


Indiana Retail Hardware Assn., con- 
vention and exhibit, Jan. 27-30, at In- 
dianapolis, Ind. Sessions and exhibit at 
Murat Temple. G. F. Sheely, 333 N. 
Pennsylvania St., Indianapolis, secre- 
tary. 


Iowa Retail Hardware Assn., conven- 


Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


tion and exhibit, Feb. 10-13 at Des 
Moines. Sessions at Hotel Savery; ex- 
hibits at Coliseum. Philip R. Jacobson, 
Mason City, secretary. 

Kentucky Hardware and Implement 
Assn., convention and exhibit, Jan. 13-15, 
at Louisville. Sessions and exhibit at 
Kentucky Hotel. J. M. Stone, Room 
315, Kentucky Hotel, Louisville, secre- 
tary. 


Michigan Retail Hardware Assn., 
convention and exhibit, Feb. 3-6 at De- 
troit. Sessions at Statler Hotel; exhibit 
at Convention Hall. H. A. Daschner, 
1112 Olds Tower Bldg., Lansing, secre- 


tary. 


Minnesota Retail Hardware Assn., 
convention and exhibit, Jan. 13-16 at 
Minneapolis. Sessions and exhibit at 
Auditorium. C. J. Christopher, Nicollet 
at 24th St., Minneapolis, secretary. 


Missouri Retail Hardware Assn., 
convention and exhibit, Feb. 24-26, at 
St. Louis. Sessions and exhibit Mu- 
nicipal Auditorium. Louis C. Kreh, 323- 
324 Wainwright Bldg., St. Louis, secre- 
tary. 


Montana Implement and Hardware 
Assn., convention and exhibit at Butte. 
Sessions and exhibit at Finler Hotel. 


G. M. Wall, P. O. Box 216, Helena, 


acting secretary. 


National Retail Farm Equipment 
Association, annual convention, Sept. 
30-Oct. 1-2, 1941, at the Hotel Sherman, 
Chicago, Ill. P. M. Mulliken is execu- 
tive secretary with headquarters at 207 
Hotel DeSoto Bldg., St. Louis, Mo. 


National Wholesale 
Association, 47th annual convention, 
Oct. 13-16, 1941, at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J., 
in conjunction with the 83rd semi-an- 
nual convention of the American Hard- 
ware Manufacturers Association. George 
A. Fernley, 505 Arch St., Philadelphia, 
Pa., is secretary of the wholesalers’ as- 
sociation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is ‘sec- 
retary of the manufacturers’ association. 


Nebraska Retail Hardware Assn., 
convention and exhibit, Feb. 4-6, at 
Omaha. Place of sessions and exhibit 
not yet decided. Edward C. Herman- 
son, 325 Insurance Bldg., Lincoln, sec- 
tary. 
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UNBREAKABLE 
COLORFUL PLASTIC 


Unquestionably, America’s leading flash- 
lights. Revolutionary in design, interest- 
ingly low priced and practically inde- 
RELIABLE - TRUSTWORTHY - ECONOMICAL structible, they present eye fiaeak. 
pleasing touch and a wide range of lus- 
trous colors that create instant desire of 
ownership. The unbreakable plastic 








Specially constructed in a wide variety of sizes and 
types, but only the highest standard. 


GENERAL HARDWARE CORDAGE case and lens are non-conductive to 
Pile Driver @ Hoisting @ Hammerfall @ electricity. Beautiful colored display is 
Transmission @ Drilling @ BoltRope e@ furnished free with each order. 
—— . 2 Seanee Contracting @ Tree 
m e uctural @ Marine @ Steve- " 
dering @ Dredging @ Oil & Water-Well Order a dosen as Dept. HA-I 


| sortment (with full 





Boston, Philadelphia, Chicago, San Francisco, Houston, 
Tulsa, Baltimore, New Orleans, Norfolk, Pittsburgh. 


WALL ROPE WORKS, INC. | discount) — TODAY! G l T = y 
48 South St. Factory: 2 . 
New York, N. Y. Pn N. 4. ‘ LA bev j Corperation 

















NEW BIG CAPAC//Y 
CIRCULATING OIL HEATER 
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Here’s the answer to the big demand for a low cost, big 
capacity heater for large homes, small store buildings, and 
other places with extra large heat requirements. Silent- 2? . 

Sioux Model PF-50A equipped with twin triplex burners. Efficient Triplex Burner 
During mild days, right hand burner only is used, with left > 

hand burner acting as radiator or economizer. During ” 
colder weather, second burner comes into operation to give 
that extra capacity. Highly efficient under all conditions. 
Neat, trim. No bulky appearance. 











BUSINESS BUILDING STORE E 


LOOK! dealerships still available in many good territories 
for complete line of Silent-Sioux oi! burning furnaces, pot- 
type furnace burners, hot water heaters, and room heat- | 59, a units give the Mode! pr. 
ers. Write today. Sold only thru independent distributors. | flame, Oye Capacity. Transparent 


reomes ail draft conditions 


and burn , A, 
Address Dept. 4 even No. ry all oils efficiently, down to 


yig21 Oe ANNIVERSARY CELEBRATION 
“PIONEERS IN OL HEATING ™ 


SILENT SIOUX OIL BURNER CORP. °®4NSES'tY 
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ti OXFORD TOOL COMPANY 
1633 N. and . “Philadelphio, Pa. 





OXFORD CHISELS 








PRIEST'S CLIPPERS 


A Complete 
Line— 


Ask 
Your Jobber 
75 Years’ Reputation in the Trade 
AMERICAN SHEARER MFG. CO. 


NASHUA, N. H. 











WOOD JOINERS 


THEY PULL—CLINCH—HOLD 


The outstanding fastener for making. resairiag 
sereens, garde furniture, frames, ete. 


tek Your Jobber 


SUPERIOR FASTENER CORPORATION 
$224 N. Clerk S#. Chicago, ti. 








Door Hangers 


Recognized as a su- 
perior product since 
1888. 

COBURN TROLLEY TRACK CO. 


419 Harding St., Holyoke, Mass. 


“GUNSHINE 


rench 


CHAMOIS 


MADE IN U.S A 


ASK YOUR JGBBER 
POR GUR EXTRA VALUE 
SEWEO PIECE CHAMOIS 


HUYT £ WORTHEN TANNING CORP 


HAVERHILL, Me 


















| KEY BLANKS 


OF EVERY DESCRIPTION 





Catalogue on Request 


GRAHAM MFG. co. 


Derby, ‘om, “U. S. A. 
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North Dakota Retail Hardware 
Assn., convention and exhibit, Feb. 
24-26 at Fargo. Sessions at Hotel Gard- 
ner; exhibit at Auditorium. Miss Louise 
J. Thompson, 21 Clifford Bldg., Grand 


Forks, secretary. 


Ohio Hardware Assn., convention 
and exhibit, Feb. 17-20 at Columbus. 
Sessions at the Deshler-Wallick Hotel; 
exhibit at the Auditorium. John B. 
Conklin, 175 S. High St., Columbus, 


secretary. 


Oklahoma Hardware and Implement 
Assn., convention and exhibit, Feb. 3-5 
at Oklahoma City. Sessions and ex- 
hibit at Municipal Auditorium. Charles 
F. Nelson, 411 Key Bldg., Oklahoma 
City, secretary. 


Pennsylvania and Atlantic Sea- 
board Hardware Assn., convention and 
exhibit, Feb. 10-13 at Baltimore, Md. 
Sessions and exhibit at Lord Baltimore 
Hotel. W. Glenn Pearce, 400 N. Broad 
St., Philadelphia, Pa., secretary. 

South Dakota Retail Hardware As- 
sociation, convention and exhibit, Jan. 
27-29 in Sioux Falls. Sessions and ex- 
hibit at Coliseum. LEarl Erlandson, 
Cottonwood, manager-treasurer. 

Southern California Retail Hard- 
ware Assn. convention and exhibit, Feb. 
23-25 at Long Beach, Calif. Sessions 
and exhibit at Municipal Auditorium. 
J. V. Guilfoyle, 509 Rives Strong Bldg., 
Los Angeles, secretary. 


Southern Hardware Jobbers’ As- 


sociation, meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, April 20-23, at the Ho- 
tel Roozevelt, New Orleans, La. T. W. 
McAllister, 1020 Grant Bldg., Atlanta, 
Ga., is secretary of the jobbers’ asso- 
ciation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is secre- 
tary of the manufacturers’ association. 


Texas Hardware and Implement 
Assn., convention and exhibit, Jan. 20- 
22 at San Antonio. Sessions and ex- 
hibit at Municipal Auditorium. J. D. 
Martin, Jr., P. O. Box 1193, Bryan, 
secretary. 


Virginia Retail Hardware Assn., con- 
vention, Feb. 24-25 at Richmond. Ses- 
sions at the John Marshall Hotel. G. T. 
Omohundro, Jr., Scottsville, secretary. 


Western Retail Implement & Hard- 
ware Assn., convention and exhibit, 
Jan. 20-22 at Kansas City. Sessions and 
exhibit at Municipal Auditorium. Frank 
H. Spink, 322 Scarritt Bldg., Kansas 
City, secretary. 


West Virginia Retail Hardware 
Assn., convention at Clarksburg, some 
time in February. Sessions at Waldo 
Hotel. H. B. Clower, Oak Hill, sec- 
retary. 


Wisconsin Retail Hardware Assn., 
convention and exhibit, Feb. 3-6 at 
Milwaukee. Sessions and exhibit at 
Auditorium. H. A. Lewis, Stevens Point, 
executive secretary. 





Oil on 


VEN so small a thing as a spot 
of oil on the floor may cause a 
business man a substantial loss. It 
happened that way in a recent Ar- 
kansas case. 
An employee slipped on a spot of 
oil on the floor of a storage room of 
the business house for which he 


worked. He sued the business house **, 


for his reculting injuries. The suit 
was based on the legal principle that 
the employer is bound to exercise 
reasonable care to furnish a safe 
place for the employee to work. Ex- 
plaining how the employer was liable 
for even such a “hazard” as the spot 
of oil on the floor, the Arkansas 
court said: 

“If another employee than the one 
hurt spilled the oil on the floor or 
left the bottle of oil in a place and 
position where the oil could leak out 
on the floor, it was the employer’s 
negligence. The other employee’s 
negligence was the employer’s neg- 
ligence. If the oil remained on the 
floor a sufficient length of time for 
the employer to have discovered and 
removed same, it was actionable 
negligence for the employer not to 
have done so, if it resulted in injury 
to one who had not assumed the risk 


Floor 


or was himself not guilty of contrib- 
utory negligence.” 

The court sustained a substantial 
verdict against the employer and in 
favor of the injured employee. 


We Ain’t Mad at Nobody 
UST because an old, valued 


supplier don’t give us_ the 
service he used to—WE AIN’T 
MAD. We know he’s doing his 
best, that he values our account, 
and realizes he’ll need us when this 
crazy period is over as much as we 
now need him. 


ALSO 


If some friend should give us 
hell because of the service we’re 
giving him—service we too don’t 
like—WE AIN’T MAD. We know 
he’s trying to do a tough job too. 
We know he realizes what we’re up 
against, that we’re doing our best 
and that we know we'll need him 
just as much later on as he now 
needs us, 





so 
If you don’t mind we'll all just 
keep plugging along—‘“on_ the 
beam.” 
—Source Unknown 
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SAND’S 


M : World’s Standard for Half a Century — CARPENTERS WOOD 
A 





LEWEL Qe ee 


TILE SETTERS WOOD 


SAND'S-STEVENS 
TELL THE TRUTH AND ALUMINUM 


SURFACE AND LINE 
SAND’S LEVEL & TOOL CO. 


8631 Gratiot Ave. Detroit, Mich. <iiatanaiaals 


WRITE 





“FACTORY 





BUILT-IN ACCURACY” 


OL am @-WPVEOlE; 











* PELOUZE SCALES 


FAMILY 
POSTAL 
INFANT 
COMPUTING 
CANDY 
DAIRY 
DIETETIC 
PHOTOGRAPHIC 
COTTON 
HANGING 
COUNTER 
SPRING BALANCES 
Write for Catalog—Then 
Order from Your Jobber 


PELOUZE MANUFACTURING CO. 


232-242 EAST OHIO STREET CHICAGO, ILL 
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BICYCLES - ROLLER SKATES 





D. P. HARRIS HDW. & MFG. COMPANY, 


ROLLFAST BUILDING +» NEW YORK. N Y 











Popular Demand for Moist Heat 
fl util Helps You Sell 
i} _ Fulton AIRMOISTENERS 


vA Increasing thousands are buying 
Fulton AIRMOISTENERS to get 
correct, humidified heat for homes 


a 7 





and offices. Low enough in price 
for customers to put one on every 
radiator. Unusual features make 
selling easy — Fulton AIRMOIST- 
ENERS fit between radiator coils for maximum heat and 
evaporation; concealed water pan cannot tip over. One- 
piece, rust-resisting metal. In 1 and 1% qt. sizes; aluminum 


or bronze finish. 
Also Fulton AIRMOISTENERS for Wall and Floor Registers 
Ask Your Wholesaler About Our Low Prices 


PATENT NOVELTY COMPANY 


305 Eighth Avenue Fulton, Illinois 












SOUTHINGTON 


i SCREWS | 
For Wood or Metal 


Since 1867 the name Southington has 
stood for dependable value in hardware. 


Southington Wood Screws, Drive Screws 
and Sheet Metal Screws are in constant 
demand because of their superior quality. 
All standard sizes with various styles of 
heads in the most called for types. Send 
for Catalog which illustrates and de- 
scribes the entire line. 


THE SOUTHINGTON 


HDWE. MFG. COMPANY 
ig; SOUTHINGTON, CONN. 7; 








Wanta Good Position? 


The quickest and surest way of securing a 
good position is through the ‘Classified Oppor- 
tunities Department of Hardware Age. 

Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 

Send your copy with remittance to 


HARDWARE AGE 


Clasafied Ovortunities Dent. 


100 East 42nd St.. New York City 




















Good Window Displays « « « 


Deo you realize that no one factor will draw people to _your store 
like attractive window displays of ble mer ? 





Hardware Age is continually reproducing such window displays— 
its representatives are always on the lookout for new ideas. 





And many dealers who require their own copy of Hardware Age 
find it highly profitable to subscribe to extra copies for their sales 
force. 

The cost, $1.00 per year, is returned over and over in better 
windows and increased trade. 


HARDWARE AGE, 100 East 42nd Street. New York City 





—— 
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Clansihied Opportumitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





[ Chonsified Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words..... -+ $4.00 
All capitals, maximum, 50 words.... 5.00 
Each additional word......... .08 


Positions Wanted 
Rate) set solid, maximum, 





Allow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
One inch .... . 
Each additional inch.......... 








DISCOUNTS FOR CONSECUTIVE INSERTIONS 
«4 ions, 5% off; 8 insertions, 10% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted Advertise- 
ments. 
-e-— 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 





Samples of Merchandise, Literature, 
Catalogs, etc., will not be forwarded to 
box number advertisers unless accom- 
panied bv sufficient postage for remail- 
ine 











HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 

—e- 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 














[Positions Wanted IL Positions Wanted —_ | ||/Sales Representatives Wanted | 











Address Box E-481, 





MAN WITH 25 YEARS SALES EXPERIENCE 


Now sales manager for a nationally known manufacturer and on 
present job 5 years and acquainted with the hardware jobbers of 
the United States, wishes to make a change and especially to locate 
on the Pacific Coast as manager for some well known, highly rated 
concern that wishes to pay for ability, brains and experience. 

care 


100 E. 42nd St., N. Y. CITY 


of HARDWARE AGE 


od 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 


enced clerks, managers, counter men, bookkeepers | 
New York hardware re- | 
No charge to employers. | 


and stenographers for 
tailers and wholesalers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street. 
New York City 





ATTENTION MANUFACTURERS! IF 
YOUR LINE is for jobbers, try my service on 
commission basis. I cover the Pacific Coast. For 
more details, write to P. O. Station D., Box 
1641, Los Angeles, California. 


HARDWAREMAN, CAPABLE OF MAN- 
AGING store, with experience in retail hardware, 
plumbing, electrical appliances and apartment 





house supplies, seeking employment in Brooklyn 
or Manhattan Best references Address Box 
E-487, care of Harpware Ace, 100 E. 42nd St., 


N. Y. City 
MAN DESIRES POSITION AS SALESMAN 
» on sales promotional work with manufacturer 
or jobber —raised in large retail hardware, paint 
and appliance store. Experience all phases of this 
work; many years managerial experience. Refer- 
ences. Good reason for desiring change. Age 38. 
Address Box E-485, care of Harpware Ace, 100 
E. 42nd St., N. Y. City 


SPANISH-ENGLISH SPEAKING SALESMAN 
WOULD like to hear from progressive American 
firms seeking to establish business connections in 
40 years of age and 


any Latin-American country 

18 years’ experience in selling hardware, tools, 
farm equipment, paint, glass, etc. Address Box 
E-484, care of Harpware Ace, 100 E. 42nd St., 


N. ¥ 


City. 


FURNISHINGS OR ELECTRICAL merchan 
dise, can secure services of experienced, capable 
representative with large following Metropolitan 
New York, Westchester, Long Island and North- 
ern New Jersey. Desire particularly to connect 
with manufacturer of quality merchandise, who 


with a reputable factory. 
the hardware and industrial trade. 
count 
| Box E-482, 


selling 





SALESMAN, 36 AND MARRIED HAVING 
HAD 15 successful years of sales experience with 


nationally known manufacturers desires full time 


sales connection in the Pacific Northwest territory 
Well established with 
Drawing ac- 
necessary. Best of references. Address 
care of Harpware Ace, 100 E. 42nd 
Y. City. 


SALESMAN DESIRES CONNECTION WITH 
JOBBER or retailer in contract department - or 
with manufacturer of builders’ hardware. Ten 
years’ experience in builders’ hardware; five years 
for jobber and manufacturer. Ohio pre- 
ferred but would consider Middle West. Address 
Box E-480, care of Harpware Ace, 100 E. 42nd 
, Bm. 3. Cae 


Se... N. 











ager 
concern 


sonnel, 


WESTERN SALES MANAGER — YOUNG 
MAN, age 34, married, family, desires to change 
Now employed as Western sales man 
New York Corporation. With present 
six years supervising territory West of 
Mississippi River. Capable handling sales, per- 
organization, advertising and merchandis- 
ing. Available personal interview if reasonable 
time allowed. Address Box E-479, care of Harp 
ware Ace, 100 E. 42nd St., N. Y. City. 


positions. 
for 


SALESMEN WANTED—SIDELINE SALES 
MEN MAKE good money with complete line of 
hacksaws, with outstanding patented features. 
More than average commission and opportunity 
for steady, growing business. Proven a fast-sell 
line for dealers everywhere. State territory, 


ing 
lines handled and references in first letter. Ad 
dress Rapid Manufacturing Company, Box 488, 


Glendale, California. 


WANTED: MANUFACTURER’S AGENT 
TO SELL superior line of thermometers. Lib- 
eral commission. Must have established contacts 
with hardware jobbers, large retailers, plumbing 
supply houses. Territory comprises States of 
Colorado, Idaho, Montana, New Mexico, North 
Dakota, South Dakota, Utah and Wyoming. State 
experience, intensity of coverage and present lines 
carried. Address—American Thermometer Com- 
pany. St. Louis, Missouri. 


SALESMEN WANTED FOR POPULAR- 
PRICED housefurnishing specials and furniture 
novelties for Eastern New York, Connecticut, 
New Jersey, Western Pennsylvania, Marvland. 
Georgia, Indiana, Michigan, Louisiana and Texas. 
Commission paid weekly. If you have a follow- 
ing and ample time, can still give you quick ship- 
ments on fast selling items. Address Box E-490, 
om of Harpware Ace, 100 E. 42nd St., N. Y. 
Yity. 














| Accounts Wanted —s'| 








ACCOUNT WANTED—ST. LOUIS AND 
VICINITY—contact all classes of trade—jobbers 

manufacturers—retailers. Want account  sub- 
ject to expansion. Have set up for only one 
more good account. Address Box E-489, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 











| Business Opportunitien | 























MANUFACTURER HARDWARE, HOUSE. | 





SALESMEN NOW CALLING ON lumber 
yards, hardware stores and building trade spe- 
cialists to sell Strand overhead-type garage doors. 
Liberal commissions. State references, products 
being sold and territory traveled. Address, Presi- 





dent, Strand Building Products Company, 234 
No. Woodward, Birmingham, Michigan. 
RELIABLE CORPORATION WANTS 


SALESMAN SELL hardware, department, fur- 
niture stores, jobbers. Small, light case. Posi- 
tively world’s finest line. Call on only best 
accounts. Full-time or sideline salesman wanted. 


can be assured of intelligent, efficient representa-| If you want good profitable line which readily 


tion 


100 E. 42nd St., N. Y. City 
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Address Box E-483, care of Harpware Ace, | 


write Dustmaster Corp., 600-608 First 


Minneapolis, Minn. 


repeats, 
Ave. N., 





WANTED TO BUY 


to continue going hardware busi- 
ness in Pennsylvania or adjoining 
State. Must have full particulars in 
first letter. 


Address Box E-486, care of HARDWARE AGE 
100 E. 42nd Street, New York City 














FOR SALE: CLEAN, UP-TO-DATE stock of 
general hardware and house furnishings, tools, 
electric and plumbing supplies, linoleum, paints, 
etc. This is a good going business in the city of 
Cleveland, Ohio. Low rent with lease—inventory 
about $8,000. Fine location, large display win- 
dows. No trades. Owner wants to sell having 
other business requiring full attention. Address 
Box E-467, care of Harpware Ace, 100 E. 42nd 
st, HW. Y. Cop. 


HARDWARE AGE 











— 


D 
sz 





428, 


NT 
Lib 
acts 
bing 
of 
orth 
tate 
ines 
‘om 


AR- 
ture 

cut, 
and. 
Xas. 
low- 


one 

















[ Business Opportunities ‘|\[ Barsiness Opportunities | 


Help Wanted ] 








HARDWARE—GOOD CLEAN HARDWARE 
STOCK. Good 2-story and basement brick build- 
ing, located in city with $35,000,000 shell load- 
ing plant building at our door. Established over 
30 years and paying well. No trades. Terms on 
good security. Good railroad center with large 
locomotive shops. Large truck-in stockyards. Two 
large creameries. Three large poultry houses. 
Best of schools and churches. Good, clean city. 
Strictly business proposition. Address Coon 
Hardware, Parsons, Kansas. 


WANTED TO BUY—WILL PAY Cash for 
good hardware store in town 5,000 pop. or over, 
Illinois or Western Indiana, within 100 miles 
of Chicago, wide front, lease building. Give 
complete details, size buildings, annual sales, 
etc. Address Box E-476, care of HARDWARE 
Ace. 100 E. 42nd St.. N. Y. City. 











FOR SALE: FINELY LOCATED, old estab- 
lished hardware business in busy Massachusetts city 
of 50,000. Manager wants experienced hardware 
man with capital to go in with him and buy out 
business. Address Box E-491, care of HarpWare 
Ace, 100 E. 42nd St., N. Y. City. 


RARE OPPORTUNITY, 30 YEAR ESTAB 
LISHMENT HARDWARE, ttools, plumbing, 
electrical and paint supply business, present loca- 
tion 11 years, in New York City. Sales both re- 
tail and wholesale. Well stocked. Will sell for 
twenty-five thousand dollars ($25,000.) cash. Ad- 
dress Box E-488, care of Harpware Ace, 100 E. 
42nd St., N. Y. City. 








HELP WANTED— STOCK AND PRICE 
CLERK, wholesale and retail hardware, Phila- 
delphia. Must have experience. Write full par- 
ticulars—age, experience, salary expected. Ad- 
dress Box E-463, care of Harpware Ace, 100 E. 
42nd St., N. Y. City. 


LOCKSMITH TO WRITE ELEMENTARY 
BOOKLET on “Locksmithing for Beginners." 
Substantial cash fee will be paid for a suitable 
manuscript. Write for further details, outlining 
your qualifications. Address—Nelson-Hall Com- 
pany, 500 Sherman St., Chicago, Illinois 





JUST OFF THE PRESS! 





THE SIXTEENTH EDITION OF 
HARDWARE AGE 


VERIFIED LIST 


OF 


WHOLESALE HARDWARE HOUSES 
WHOLESALE HEAVY HARDWARE HOUSES 
DISTRIBUTORS OF MILL SUPPLIES 
PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 
HARDWARE CHAIN STORES 


WE need hardly point out the necessity and value of an 
authentic hardware jobbers list, compiled and sponsored 


by HARDWARE AGE. 


It not only authoritatively gives you the names of the recog- 


nized hardware jobbers, but also includes their capitalization, 


the territories they cover, the number of men traveled, the 


lines handled and, in most cases, the names of officials and 


buyers. 


Such a publication is indispensable to sales managers and 


advertising managers for personal and direct mail sales contacts. 


Furthermore, many firms find it highly advantageous to give 


copies to their road salesmen and district representatives. 


NOTE—A LIST OF 
HARDWARE RETAILERS 
IS NOT INCLUDED IN 
THIS PUBLICATION— 
WRITE FOR DETAILS 


IT IS OBTAINABLE AT THE LOW 


PRICE OF 


*10.00 


PER COPY 


REMITTANCE WITH ORDER 


USE THIS COUPON TO FILL YOUR 


REQUIREMENTS PROMPTLY 


. HARDWARE AGE VERIFIED LIST 100 East 42nd Street, New York 

. GENTLEMEN: 

. Kindly send me............ copies of your New Sixteenth Edition 

. I ee eet Pee ee er ery ee en ney ton pe ee PP 
DIN nica inasasansscasecnssicaneddbasenaaapeabdiesannnes ae io POR 
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G2ndvik —ChAL P-L Joo! 


It NO JEFFERSON ST 
_ one - 


NEW YORK NY 


Continental TINY TIM 
Supplies electricity for only Ic pr. hr. 


This battery charger and lighting outfit gives depended 
electric service at amazingly low cost. Easy to carry wit 
built-in handle. Easy to operate (push-button starting) — 
easy to own. It supplies controlled voltage, hes an auto- 
matic shut-off and « throttle to control charging-rate of 
battery. There are many more new features. Send for new 
circular telling about the new Tiny Tim 


Continental Motors Corp. 
MUSKEGON, MICHIGAN 





HUNDREDS OF 
SATISFIED CUSTOMERS PROVE 
CONTINENTAL SUPERIORITY 


Tiny Tim generator is.driven by the 
Continental Red Seal Engine, famous for 
smooth, ft nr awe ses omer power. 
However, Red Sea! Power is only one of 
many gytennes features. Learn aif 
about this amazing Tiny Tim. Write todey! 



































Are You Interested In Income? 


Making money in business depends primarily upon 
Demand, Profit and Speed of Turnover of stock. 
If you want fast, repeated, profitable sales 


Handle Hoppe's Products 


You simply can’t go wrong handling this well known 
line of gun cleaning products because almost every 


shooter needs or uses 


for our dealers. 
FRANK A. HOPPE, Inc. 


2314A North 8th St., 
Philadelphia, Pa. 


























Genuine DOMES SILENCE 


imen of our booklet 
stiDE SILENTLY = SOFTLY - SMOOTHLY 


that is getting business 


SAVE FURN'! TURE 
REATE QUIET 


Jobber if ed write to 


f SILENCE y 5 Pearl | St., 


Ask 


DOMES 0 


12¢ 














OQndex Io 


Kdwenrtisern. 





A 
Cabinet Hdwe. 


American Corp... 

American Chain & Cable Co., 
Inc. seeds 

American Chain Div. 

American Mfg. Co. 


American Shearer Mfg. Co. 
American Steel & Wire Co. 
Ames Baldwin, Wyoming Co. 
Animal Trap Co. of America 
Archer-Daniels- om Co. 
Atkins & Co., E. C. 

Atlas Asbestos Co. 

Auburn Central Mfg. Co. 
Autoyre Co. 


17, 


8B 

Baker McMillen Co. . 
Bethlehem Steel Co. ... 
Bissell Carpet Sweeper Co. 
Blaisdell Pencil Co. 4 
Bommer Spring Hinge Co. 
— Woven Hose & Rubber 

° er we 
Briggs & Stratton Corp. 
Brush-Nu Co. 
Builders’ Hdwe. Textbooks 


c 

California Ware .. 
Capewell Mfg. Co. . 
Carborundum Co., The 
Chicago Spring Hinge RE nnn oath 
Chicago Wheel & Mfg. Co. 
Clarke Sanding Machine Co. .. 
Cleveland Chain & Mfg. Co., 

The aaa 
Cleveland Wire Spring Co., The. 
Coburn Trolley Track Co. ........ 
Collins Co., The .. 
Columbia Steel Co. 
Columbian Rope Co. 
Columbian Vise & Mfg. Co. 
Continental Motors Corp. 
Crescent Tool Co. 
Cross, W. W. 
Cyclone Fence Co. 


Daisy Mfg. Co. 

Deniston Co., The 

Diamond Calk Horseshoe Co.. 
Dietz Co., R. E 

Disston & "Sons, Inc., 
Dixon Crucible Co., 
Domes of Silence, 
Dremel Mfg. Co. 


Henry 
Joseph 
ee. .. 


Eagle Mfg. Co. 
Ediund Co. 

Elastic Tip Co., The 
Embury Mfg. Co. 
Emeloid Co. ‘ 


F 
Fqrrell-Chtek Steel Co. 
Federal Tool Co. 
Flexible Steel ne ‘Co. 
Frantz Mfg. Co. 


G 

General Electric Co. 

Wiring Devices .. 
Gibson Good Tools, i 
Gits Molding Corp. 
Graham Mfg. Co. 
Greenfield Tap & Die Corp. 
Greenlee Tool Co. ‘ 
Griffin Mfg. Co. 


H 

& Mfg. Co., 
Hazard Insulated Wire Works 
Heller & Co., 
Heller Brothers , 3Fey ; 
Hoppe, Inc., Frank A. 
Hotel Claridge rr 
Hetstream Heater Co. 

Hoyt & Worthen penne Corp. 
Huenefeld Co. .. 


Harris Hardware 
D 


1 
Ideal Cabinet Corp. 
Independent Lock Co. 
Irwin Auger Bit Co., The 


J 
Jackson Mfg. Co. .. 


K 
Kawneer Co., The 


. 13 


. 13 





Keene Mch. Co., O. S. , 
Keystone Steel & Wire Co. 21 














Klein & Sons, M. 86 
Knapp-Monarch Co. 5 
Kol-Gas Heater Co. Hi 
L 
Lamson & Sessions Co. ofan 
Lawson Co., The F. H 28 
Le Pages, Inc. ... . @ 
Lincoln Engineering Co. ae 
Lindsey Light & Chemical Co. ... 131 
Locke Stove Co. . 109 
Lockwood Hdwe. Mfg. Co.  B 
Lowe Bros. Co., The -— 
Lucas & Co., John 133 
M 
McCormick Sales Co., Inc. 118 
McGill Metal Prods. Co. 121 
McGrow Electric Co. 65 
McKinney Mfg. Co. . 109 
Masters Planter Co. 116 
Miller, Inc., Robert E. 130 
Milwaukee Stamping Co. 121 
Minnesota Mining & Mfg. Co. ... 84 
Myers & Bro. Co., The F. E. “16 
N 
National Mfg. Co. 4 
Nicholson File Co. 30 
Norge Div. 19 
North Bros. Mfg. Co. 35 
Okonite Co., The 80 
Oxford Tool Co. 126 . 
P - 
Paine Company, The 118 
Patent Novelty Co. 127 
Pecora Paint Co. 94 
Pelouze Mfg. Co. . 127 
Pittsburgh Plate Glass Co. 24 
Plastic & Die Cast. Prods. Corp.. 75 
Prime Mfg. Co. ... . 102 
Progressive Mfg. Co., Inc. 120 
Puritan Cordage Mills Wg 
R 
Raybestos-Manhattan, Inc. (Indus- 
trial Sales Div.) .. | 
Ray-O-Vac Co. .... ae 
Remington Arms Co., Inc. 53 
Richards-Wilcox Mfg. Co. 59 
Rogers Isinglass & Glue Co. 120 
Ryerson & Son, Inc., Jos T. 115 
s 
Samson Cordage Works 89 
Sand's Level & Tool Co. 127 
Sandvik Saw & Tool Corp. 130 
Schatz Mfg. Co. 82 
Scholihorn Co., The Wm. 117 
Shelby Cycle 1 ayes a ao 
Shelby Spring Hinge Co. 118 = 
Sherman Mfg. Co., H. B. 95 
Silent Sioux Oil Burner basing 125 — 
Silex Co., The . — 
Smith, Inc., Landon P. . 5 
Smith & Son, Inc., Seymour . 20 
Southington Hdwe. Mfg. Company 127 
Stanley Tools 7 
Stanley Works, The . Wg 
Superior Fastener Corp. 126 
T 
Tate Co., E. H. 131 
Taylor Instrument Companies 10 
Tennessee Coal, Iron & Railroad = 
oO. a ae 
Triplex Screw Co., The 105 
Troy File Works 124 
Turner, Day & Woolworth Han- 
dle Co. 114 
U 
Union Hardware Co. 93 
U. S. Plywood Co. 110 
U. S. Steel Corp. 25, 73 
7 
Vaughan & Bushnell Mfg. Co. 115 . 
‘ 
Wall Rope Works 125 — 
Warren Tool Corp. 85 
Western Cartridge Co. 27 
Westfield Mfg. Co. 131 
Westinghouse Electric & Mfg. 
in wasinaWe-adaddma ad 134 
White Mountain Freezer Co., Inc. 116 
Whitney Carriage Ye o., F. A. 8 
Witt Cornice Co., The on 
Wright Steel & Wire Co., G. F... 117 
Y 
Yale & Towne Mfg. Co., The 3 





HARDWARE AGE 

















discounts. 





Patented $3.00 Mitre Kits 
Going Great Guns! 


Fully adjustable to any angle, accurate and sturdy, the Baker- 
MeMillen Mitre Kit is truly a professional tool. And at the low 
price of $3.00 for both Mitre and saw, they are real bargains for 
home craftsmen, frame makers and carpenters. Put some of these 
kits on your counter and see how quick they go. Liberal dealer 


The Baker-McMillen Co., 140 E. Miller Ave., Akron, O. 











JAFPFREY. N.H. 








RAYON JUNIOR MANTLES 


ACID-FREE 
CELLOPHANE WRAPPED & SEALED 








es 
wolstach 


jYNIOR MANTLES 


For use on Gasoline and Kerosene Pres- 


RAYON 


sure Lamps and Lanterns. 


EXTRA STRENGTH 
LONGER LIFE 


$5.20 per gross. In a 
one gross display carton. 


Manufactured by 


WELSBACH DIVISION 
Lindsay Light & Chemical Company 


WEST CHICAGO, ILL., U. S. A. 











When You Want To Be Heard— 


Speak to the right “class”— are 
in the right paper—in the lees | 
right way. HARDWARE nude dt ava? 
AGE will tell your story to <* = ) Sie 
the greatest number of hard- 
ware men in the hardware 
trade. Its Classified Oppor- 
tunities Section is the place 
to put your want ad for 
quick, tangible results. 


HARDWARE “AGE 


Classified Opportunities Section 


100 East 42nd St. New York City 











MOLDED RUBBER GOODS secciarres 


Plain and Mushroom Bumpers — Suction Rubbers 


Rubber Head Nails Toilet Seat Bumpers 
Chair Tips Crutch Tips 


THE ELASTIC TIP CO. 


SEND FOR CATALOG WEYA' E40 5:0 88 Ade 
OF COMPLETE LINE BOSTON, MASS. 














TATE 


Picture Hangers 
and 


Cord Display 


This attention compe'ling 
display stand sells TATE 
Picture Hangers and Pic- 
ture Cord as soon as 
shown. We also have a 
similar display of Wire 
Assortments — galvd. and 
copper. Send for Cir- 
culars and Prices. 


E. H. TATE CO., Boston, Mass 


Sales Offices also in: 
Chicago New York Los Angeles 















THE STYLE 
SENSATION of 1941 





—the culmination of over 64 years 
experience in the building of fine 
bicycles. 

Write today for details of Ameri- 
ca’s most popular, fastest selling 
line of bicycles. 


THE WESTFIELD MANUFACTURING COMPANY 
17 Cycle Street, Westfield, Mass., U.S.A. 








ASK YOUR SUPPLIER ABOUT 


—AUTOYRE 


OAKVILLE, CONNECTICUT WRITE FOR CATAL 


SEPTEMBER 18, 1941 





ATHROOM & KITCHEN FIXTURES 


OG INSERTS 


131 














-KEEP WITHIN YOUR GRASP 
THE POWER TO REGULATE THEM 


HARDWARE AGE 
DIRECT MAIL ADDRESSING DEPT. 


Is designed to help you do this—It will address and mail your Catalogs, 
Booklets, Circulars, Letters, Broadsides, Post Cards, etc., with maximum 
effectiveness, due to all names and addresses being verified and corrected 
right up to the minute of addressing and mailing, to all or part of the 
following lists:— 


481 Shelf Hardware Jobbers in the United States. 


143 Heavy Hardware Jobbers in the United States. 
(These are in addition to 392 Shelf Hardware Jobbers who 
handle heavy hardware.) 


10019 Major Hardware Retailers whose sales exceed $30,000.00 
annually and who in the aggregate account for the greater 
part of the retail business of the hardware trade. 


5441 Intermediate Hardware Retailers whose sales are between 
$20,000.00 and $30,000.00 annually. 


17926 Minor Hardware Retailers whose sales are less than $20,000.00 
annually. 


10360 Builders’ Supplies Dealers. 
1015 Department Stores handling Hardware and Housefurnishings. 


Write for Prices and other Details. 


HARDWARE AGE 


DIRECT MAIL ADDRESSING DEPT. 
100 East 42nd Street - - New York, N. Y. 


HARDWARE AGE 





LUCAS PAINTS LAUNCH GREAT 
FALL CAMPAIGN FOR DEALERS 


SURPASSES HISTORY-MAKING 
SPRING MERCHANDISING PROGRAM 


No punches are pulled! Nothing is left 
out. Here’s a bang-up campaign that 
hammers down sales resistance and cuts 
into competition! It’s the chance of your 
lifetime to enjoy the biggest paint season 
in your business career. 


GIANT WINDOW DISPLAY 


It's gigantic! It's beautiful! It’s unequalled in 
the entire paint industry. More than 100 eye- 
catching, different colors! Features Paint Patterns 
—the exclusive Lucas idea that booms paint sales. 


FULL COLOR HANDBILL 


Four pages of gorgeous full color pictures. As- 
tounding coupon offer on front page. Crammed 
with smashing sales prices! You've never seen a 
handbill so elaborate! 


12 PAGES COOPERATIVE ADS 


A colossal catalog! Ads for every paint product! 
All shapes and sizes! Hard hitting salesmen that 
pack appeal and punch! They'll stand out on any 
newspaper page! 


PAINT PATTERNS 


The sensational new idea in paint merchandising! 
Scores of color plans for exteriors and interiors. 
160 separate and distinct colors. A big book of 
Paint Patterns for you. Smaller books for your 
Master Painters. Dozens of separate patterns for 
customers. 


FOR DETAILS SEND COUPON NOW! 


JOHN LUCAS & CO. 41-H7 
322 Race Street, Philadelphia, Penna. 


I'd like to see samples of your Fall Campaign Material. 
No obligation, of course. 


ADDRESS........ 


Se eee ee». 


ADMINISTRATION OFFICES + PHILADELPHIA, PENNSYLVANIA 
OFFICES, FACTORIES, WAREHOUSES IN PRINCIPAL CITIES 





with their 
ESTINGHOUSE 


A | t “It’s the very best. I recommend it 

p p I a n Cc e S to everybody. Find it very saving 
|_| * in electricity.” 

Mrs. H. R. L., Detroit, Mich. 





RANGE 


“Perfect! Clean and reasonable to 
use. No guesswork as to degree of 
heat desired. After 35 years use of 
all other stoves, it is the best.” 
Mrs. J. W. K., Lake Worth, Fla. 


WATER HEATER 


“I cannot praise this heater 
enough as its efficiency is enough 
to make me forget that I need hot 
water. It is always there on tap.” 

Mrs. T. B., Chicago, III. 





WASHER 


“Excellent. Do average of 12 , 
washings a week and no repairs. I 
have used several makes of ma- 
chines and would not exchange it 
for any of them.” 

Mrs. V. B., Savannah, Mo. 





IRONER 
“It has given me excellent service. 
No repairs or adjustments. I 
wouldn’t part with it.” 

Mrs. J. P., Progress, Pa. 


ROASTER 
“Completely satisfied. Couldn’t 


hope for any better.” 
Mrs. B. S., Evansville, Ind. 


IRON 
“The performance of my iron has 
been perfect and I am satisfied in 
every way. Ironing has been made 
much easier.” 

Mrs. W. S., Portland, Oregon 


P. S. TO DEALERS—In your community, there 
are hundreds of users who feel this same way. And 
hundreds of others who would like to. Now is the 
time to cultivate them. 

The emergency program scarcity will not last for- 
ever. And dealers who are alert now will harvest most 
after Uncle Sam no longer needs basic materials 


for defense. 
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saving 
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